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HOLIDAY 


SPECIAL ... 





SET 


Decorate your holiday sales picture with this special 
offer! It’s a 54-piece service for 8 to retail for only 
$79.75 with these extra pieces included: 


Extra! Gravy Ladle, $4.50 retail value. 

Extra! Cold Meat Fork, $4.50 retail value. 

And, Deluxe $18 Drawer Chest, offered at $10 retail. 
This Holiday Special Set is available in 6 popular 


trimmed 
with 
valuable 
extras! 


patterns: Flair, Reflection, Daffodil, Heritage, 
Springtime and new Leilani...the pattern that has 
already made big news in the trade. 

Ask your Approved Wholesale Distributor or Rep- 
resentative for all the details. 


AMER A’S FINEST § VERPLATE MADE NLY BY TH NTERNATIONAL SILVER COMPA 


NY, MERIDEN, CONN. 








EMERALD CUT 
All Sizes 


diamonds | 4 


complete line Every 


size—Every shape — Every qual- 
ity and in any quantity. MARQUISE 


All Sizes 
complete service 


Same day messenger delivery or 


air express shipment on order or WV SMALL 
PEAR SHAPE MARQUISES 


memo billing. All Sizes All Sizes qr: 
Bd ii) Wi 


W . sy ; tbe 
ILLIAM Levine offers vou the 


BAGUETTES 


most complete Diamond sé reice OY Y 


available to jewelers — and only to 
& 


Tawa ot Diamonds of every size “Ve 


shape and quality can -be bought al SMALL PEARS 


the lowest prices or consigned to ER ER ER 


vou on memorandum. You can or- SMALL 
ROUNDS 
(Melee) 


der div Way Vou preter — one stone 


at a time — in sorted and craded 


lots. or in melange papers. AAA 


TRIANGLES 


Eicery Diamant fou Femelle 


ESS 


Today's Diamond buyer insists on selection. Confi- 
dence and price are not enough to sell our better 
informed shoppers. William Levine's Complete Sel- 
ection Service gives every jeweler the advantage of 
a Diamond inventory equal to that of even the lar- 
gest chains. This wonderful, and “sale-sa, ing’, ser- 
vice is as near as your phone or mail box! Try it the 
next time you think of Diamonds. 








ee ee . _ . 
William Levine Compan) 
fmiport rs and culters of tine diamonds : 


99 Fo NI vpiso~n St... Cricaco 2. Intinoi ... Phone CENTRAL 6-3700 
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Every year at this time a new crop of 
prize-winning jewelry is chosen as the 
top offerings of the world's designers. 
A sample of the Diamonds-International 
Awards collection is shown on this 
month's cover. At left is an earring with 
100 round and baguette diamonds flank- 
ing a single Oriental rose pearl. The 
bracelet-watch at top right has stag- 
gered panels containing 165 baguettes 
and 32 marquise gems. And the feath- 
ery clip at lower right is designed as an 
ornament either for the hair or a dress. 
Its overlapping wings are executed in 
platinum and are studded with gradu- 
ated round diamonds. See a_ six- 
page report of the awards on page 56. 
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LOOK! WALLACE FLATWARE ISN’T FLAT... 
IT’S SCULPTURED ‘ALL AROUND! 
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ALL PRICES FOR 6-PIECE PLACE-SETTINGS. FED. TAX INC. 


Only exclusive selling difference in silver—3rd Dimension Beauty from Wallace! 


Turn a piece of Wallace Sterling in your hand. You'll 


see the unique difkerence immediately —so will your 


customers. Wallace flatware isn’t flat...it’s the only silver 
sculptured ‘all around’! No silver today gives your cus- 
tomer more workmanship for her silver dollars. And, 
what's more, she can see it! Compare it! Convince her- 
self! That’s why Wallace is as easy to sell as turning a fork. 


= Sculptured ‘All Around’ Patterns: Grande Baroque 
(shown), 4-piece place-setting, $31.50. Also—New Debu- 
tante, Grand Colonial, Silver Swirl, Meadow Rose, 
Romance of the Sea, Stradivari, Waltz of Spring, Rose 
Point, Sir Christopher, Wishing Star, Melanie, My Love. 
Now available! Wallace 4-piece basic settings (place knife 
and fork, teaspoon, cream soup spoon) from $25.00. 





WALLACE STERLING 


One of the Hamilton Family of Quality Products—l ter, Pennsylvania 





Inspired 
hy two 
masters of modern 


art. 





Setting 
No. 104 
Dozens 

of styles 

in settings. 


Men's wed. ring 3 Shank 
No. 6117 Style No. 8259 No. 47134 
Ladies’ wed. ring : Peari, ladies’ “Hundreds 
¢ No. 6116 and men’s stone of shanks” 
Mtg. No. 106/2448 Seamless bands. rings. 
Wed. ring No. 45/2449 
Over a thousand sets. 


atK & B you get 


Se 
everything? 
alety _ . of advanced design! , 


SWOlLen ake rs ale comma: largest selection in the world! 
quality. .. highest standards in the industry! 


2SVULD THROUGH LEADING WHOLESA! 


A \w! Karlan & Bleicher: inc. mm 


Cre ators, Desiagne rs and 


VManutaeture is ot Pe meal Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 


STONE RING DIV.: FALCON STONE RING MANUFACTURING CO 


Phone: JUdson 6-6/00 


Mtg. No. 110/47067 | Style No. 9341/2052 
Wed. ring No. 48N/47067 Style No. P237 ; Men’s diamond 
Large assortment 'of paaemeieatmens = ayer 9413 mountings galore. 
inner and fancy rings. 
solid shank sets. of pendants. 
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{ABRIKANT BROTHERS 1c. 
"The House of White Diamonds’ 


1200 AVENUE OF THE AMERICAS 
Naan 401.1 GCN 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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WHEN YOU HAVE A STORE OR STOCK TO 


PRICE ...« 
always a 
reliable price, 
usually 

the highest 


TIME... 
equipped (in 
size and 
experience ) 

to come, bid, 
buy, and pay 
cash, in the 
quickest possible 
time. 


REPUTATION .. 
ours has been 
built and is 
growing, on 
integrity, 


since 1903. 


the oldest 
and largest 
buyers of 
jewelry stores 
and stocks 

in the 

United States. 


ISN’T IT A MATTER OF DOLLARS AND SENSE? TO CONSULT 


Jewelers 
Mires gf Rate 


38 Bromfield Street, Boston, Massachusetts « Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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Brighter! Richer! Bigger! That’s Christmas ’60...if you make every watch sale a Quality 
17-jeweled Watch... particularly one with “Swiss” on the dial. 

So present the story of Swiss Quality to your sales staff. Show them the important customer 
appeals of watches made with quality movements from Switzerland. Among these are: 
STYLE ...unlimited variety. INDIVIDUALITY. . . distinctive design, features. CRAFTS- 
MANSHIP ... centuries of watchmaking skill. VALUE... more for the money at any price 
range. ACCURACY ... years of dependable performance. 

Quality watches from Switzerland offer your customers many other advantages, too! And 17- 
jeweled Swiss watches help your store build customer satisfaction and repeat business. 

We’re going all out to help, too! TELEVISION COMMERCIALS WITH DAVE GARROWAY; TV SPOT 
PROMOTIONS; LEADING MAGAZINES; SPOT RADIO. Each one emphasizes the important 3 Steps 
to Watch Quality: 1. precision-crafted movement. 2. 17 basic jewels. 3. “Swiss” on the dial. 


With this combination, you can make Christmas for your store brighter, richer, bigger! 


SS ; The Watchmakers of Switzerland 


c/o Suite 1105, 730 Fifth Avenue, New York 19 
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CASUAL “‘CLASSIC” in Brown or Black Hand Colored Steerhide. POPULAR GIFT style in Black or Brown Colored Steerhide. 
Five roomy compartments. Center partition zipper. Nylon lined Leather-lined and hand-laced flap. Adjustable shoulder strap. 
and stitched. Style No. 6001. Size 10x 5%. Retail price $18* Back zipper pocket. Style No. 6098. Size 8x7. Retail price $22* 


MEEKER Handbags 


with hand-tooled designs ride high, wide and handsome the year ‘round! 


These handsome, all-purpose handbags with casual, linings . . . unusual metal closures. 
classic styling are popular gift items... . all-season sel- With over 50 years’ experience in fine leather crafts- 
lers! Customers who like the artistic touch of fine leather manship, MEEKER is the Number One Source for hand- 
carving will appreciate the finesse of MEEKER’s hand- tooled designs in Hand Colored Steerhide. Styles also 
tooled designs with just enough decor. in smooth saddle leather. 

MEEKER handbags are famous for their deluxe fea- Low-inventory . . . high-turnover! Ask about our tried 
tures: roomy compartments... adjustable shoulder and tested, basic stock, quick-delivery plan. Retail from 
straps ...hand-laced and leather-lined flaps... nylon $18.00* to $35.00* , *Pius Excise Tax 


See complete MEEKER personal /eather goods /ine 


Men's and women’s billfolds, keycases, pocket secretaries and other fine 
leather gift items. Hand-tooled as well as smooth leather 
items. Send for MEEKER’S FREE CATALOG today! 


THE MEEKER COMPANY Home Office—Joplin, Missouri. New York Office—347 Fifth Avenue. 
Exclusive Canadian Representative: Fancy Leathers, Ltd., Quebec 8, P. Q., Canada 


10 JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1960 





BEST OF SHOW 


Beautiful and important pieces in platinum and palladium 
from 50 manufacturers... displayed at the R. J. A. Show 


hr a Ber 


oR aD. 
PLATINUM “EG 


MRAYER ALL AEA 
in platinum set 
with diamonds .. . 
the ultimate in 
precious jewelry. 
1. Magnificent platinum and diamond necklace 


in sunburst design. $17.000. Max Stein, 29 E. 
Madison St., Chicago 2, Ill. 

2. Graceful platinum pin lavishly set with dia- 
monds. ec 500. Erwin Pearl, 5 E. 47th St., 
N. Y. 17, N. 


PALLADIUM Vids 


Precious white 
palladium continues 
to grow in popularity 
with manufacturers, 
retailers and consumers. 


tA %e MF», 
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3. Sumptuous platinum necklace in elaborate 
design, generously set with magnificent dia- 
monds. $40,000. Robert Altman, Inc., 38 W 
48th St., N. Y. 19, N.Y. 


4. Unusual covered-watch bracelet designed in 


platinum, and set with diamonds. $8,000. 
Rotkel & Landy, 37 W. 47th St., N. Y. 36, N.Y. 
5. Elaborate platinum bracelet set with beauti- 
fully matched pear, baguette and round dia- 
monds. $20,000. Nat Koslow, Inc., 42 W. 48th 
St., N. Y. 36, N. Y. 


All prices Keystone, plus tax. All jewelry shown a ‘aan actual size. Pearls referred to are cultured. 


6. Flattering link bracelet in palladium set with 
diamonds. $3,100. Tenen Bros., 36 W. 47th 
St., N. Y. 36, N. Y. 

7. Palladium set with diamonds and pearls to 
make a beautiful bracelet. $2,340. Robert Alt- 
man, Inc., 38 W. 48th St., N. ¥Y. 19, N. Y. 

8. Diamond-set palladium pin in smart, simple 
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design. $6,000. Maurice Semensohn & Co., 
Inc., 42 W. 48th St., N. Y. 36, N. Y. 

9. Sculptured rose pin in palladium and gold, 
set with diamonds. Large diamond in center of 
blossom. $770. Erwin Pearl, 5 E. 47th St., 
N. Y. 17, N. Y. 


10. Precious palladium drop set with diamonds; 
matching palladium chain. $720. G. C. & G. 
Jiry. Mfg. Corp., 64 W. 48th St., N. Y. 36, N. Y. 
11. Exquisitely designed palladium pin set with 
carefully selected diamonds. $2,800. Pedersen 
& Gaum, 10 W. 47th St., N. Y. 36, N. Y. 


Turn page for more jewelry fashions in gleaming palladium... > 
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PALLADIUM, continued 
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All prices Keystone, plus tax. Most jewelry shown smaller than actual size. “sa ian to are cultured. 


Palladium at its gleaming best 

12. Gently undulating palladium circle pin set 
with diamonds. $2,600. Sam |. Gewirtz, 125 
Canal St., N. Y. 2, N. Y. 

13. Delicately designed palladium brooch set 
with diamonds and emeralds. $1,450. Alfred 
Zink (successor to) Louis J. Andreini Co., 220 
W. 5th St., Los Angeles, Calif. 

14. Sprays of diamonds enhance this brooch 
of gleaming palladium. $550. F. & F. Felger, 
inc., 480 Washington St., Newark 2, N. J. 

15. Diamonds and Oriental sapphires in swirl- 
design palladium ring. $300. Eitelbach Bros., 
2 W. 47th St., N. Y. 36, N. Y. 

16-17. Handsome palladium pins set with dia- 
monds. Left, $1,500, right, ge Kurt Gold- 
schmidt, 25 W. 47th St., N. Y. 36, N. Y. 

18. Distinctive spray pin in palladium and 18K 
gold, set with diamonds and emeralds. $980. 
David G. Steven, 37 W. 47th St., N. Y. 36, N. Y. 


Pearls and diamonds set in palladium 


19. Exquisite palladium circle brooch set with 
diamonds and pearls. $1,500. Goldman-Kolber, 
Inc., 42 W. 48th St., N. Y. 36, N. Y. 

20-21. Clusters of pearls set off with diamonds 
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in a palladium pin and drop. Pin, $490—drop, 
$370. Kurt Wayne, 580 Fifth Ave., N. Y. C. 

22. Garland design brooch in palladium set with 
diamonds and pearls. $145. Marca D’Oro, Inc., 
71 W. 47th St., N. Y. 36, N. Y. 

23. Black and white pearl baroque necklace with 
palladium and diamond clasp. $150. Honora 
Jiry. Co., 42 W. 48th St., N. Y. 36, N. Y. 

24. Fashionable bangle bracelet in palladium 
set with diamonds and pearls. $350. Jack Gut- 
schneider Jewelry Co., Inc., 665 Fifth Ave., 
N. Y. 22, N. Y. 


Palladium — for beautiful rings 
25-26-27-28. Smart wedding bands distinctive- 
ly carved from gleaming white palladium. $45 
each. Certified Metals Company, 115 Edison 
Place, Newark 2, N. J. 

29-30. Gracefully contoured wedding rings in 
precious palladium. Left, $94, right, $236 
Mel Harris Company, 657 Mission St., San 
Francisco, Calif. 

31. Diamonds curve around an emerald in pal- 
ladium wedding ring. $34.50. Al Fox & Associ- 
ates, 29 E. Madison St., Chicago 2, Ill. 

32. A large pearl, surrounded by diamonds set 
in a palladium ring. $316. Delha, 220 W. Fifth 
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St., Los Angeles 13, Calif. 

33. Palladium and diamond wedding set. En- 
gagement ring with solitaire, $375, wedding 
ring with 3 diamonds, $125. Schved & Cohen, 
121 W. 47th St., N. Y. 36, N. Y. 

34. Swirling palladium ring set with diamonds 
and a large, center pearl. $85. R.T. Mfg. Jirs., 
152 W. Wisconsin Ave., Milwaukee, Wis. 
35-36. Engagement rings in swirl design palla- 
dium. Left, ring with 5 diamonds, $330. Right, 
solitaire ring, $350. K. C. Cornelius Jiry. Co., 
324 Kresge Building, Minneapolis 2, Minn. 
37-38. Palladium engagement ring. (U.S.M.A. 
1961 Class miniature) with diamond. $275. 
Matching palladium contour wedding ring. $90. 
Herff-Jones Co. (Loren Murchison Div.) 571 
Broad St., Newark 2, N. J. 

39. Man’s ring in palladium and gold set with 
onyx and diamonds. $125. Helm & Hahn Co., 
Hostetter Bidg., Pittsburgh 22, Pa. 

40. Butterfly ring in palladium and gold with 
diamonds, $260. Suberi Bros., 47 W. 47th St., 
N. Y. 36, N. Y. 

41. Star ruby surrounded by diamond sunburst 
in a palladium ring. $12,760. Marvin Hime & 
Co., 228 S. Beverly Dr., Beverly Hills, Calif. 
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All prices Keystone, plus tax. Most jewelry shown smaller than actual size. Pearls referred to are cultured. 


42. Orchid ring in palladium set with diamonds 
and emeralds. $1,380. Zenith Diamond Setting, 
Inc., 4 W. 47th St., N. Y. 36, N. Y. 

43. Ruby, pearls and diamonds set in a palla- 
dium ring. $290. John L. Simonin, 220 W. Fifth 
St., Los Angeles, Calif. 

44. Heart-shape ring of palladium set with dia- 
monds and sapphires. $500. Geo. J. Beaudet 
Co., 623 N. Second St., Milwaukee, Wis. 


New palladium jewelry 
for men and women 


45-46. Finest Swiss movements in palladium 
wrist watches. Left, for ladies, dainty diamond- 
set watch, $250. Right, for men, ultra-thin self- 
winding ‘“‘Seashark Supreme’’—$225. Lucien 
Piccard Watch Corp., 550 Fifth Ave., N. Y. 
47-48. Handsome diamond-set palladium and 
gold jewelry for men. Top, cuff links, $55, bot- 
tom, tie holder, $50. Larter & Sons, 88 Park- 
hurst St., Newark, N. J. 


Earrings in precious palladium 


49. Impressive palladium earrings artfully set 
with diamonds. $1,100. Van Craeynest & Lin- 
zer, 88 First St., San Francisco, Calif. 
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50. Palladium earrings in a contemporary de- 
sign, set with tourmalines and diamonds. $400. 
Bauer & Mutschler, 717 Liberty Ave., Pitts- 
burgh 22, Pa. 

51. Palladium ear clips set with diamonds. 
$337. Loretz and Benoit, Inc., 657 Mission St., 
San Francisco 5, Calif. 


Fraternal jewelry in palladium 

52. Lapel pins in gleaming white palladium. 
From $12 to $32 each. Shiman Mfg. Company, 
109 Monroe St., Newark, N. J 

53. Wide selection of fraternal lapel pins in 
palladium, some set with diamonds. From $13 
to $56. Wefferling, Berry & Co., Inc., 8 Rost 
St., Newark, N. J. 

54. A variety of palladium fraternal pins set 
with diamonds. From $6 to $50. Irons & Rus- 
sell Company, 14 Third St., Providence 6, R. i. 


Designed in palladium for men 

55. Interesting tie tacks fashioned in gleaming 
palladium. From $7 to $36 each. Classic Jiry. 
Mfgrs., 21 W. 46th St., N. Y. 36, N. Y. 

56. Fraternal emblem mountings in precious 
palladium. From $5 to $33 each. Rabin- Tobar 
Inc., 102 Fulton St., N. Y. C. 


57. Palladium and 10K gold 32° Masonic ring. 
$75. The Samsan Company, 158 Pine St., 
Providence, R. I. 

58. Fine 32° Masonic ring in palladium and 
10K gold. $75. S. Scharf, Inc., 71 Nassau St., 
N. Y. 38, N. Y. 


59. Double eagle palladium and 14K gold Fra- 
ternal ring. $79. The Reis Company, Inc., 238 
S. Meridan St., Indianapolis, Ind. 


Palladium mountings for ladies 

60. Palladium Gothic cocktail ring mounting. 
$44. Kinsley & Sons, Inc., 407 N. 8th St., 
St. Louis 1, Mo. 

61. Filigree bracelet mounting in palladium. 
$54. Barrasso and Blasi, 31-33 Governor St., 
Newark, N. J. 

62. Palladium and diamond watch attachment. 
$170. Craft Ring & Finding Co., 315 W. Fifth 
St., Los Angeles 13, Calif. 


PLATINUM METALS DIVISION 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N. Y. 
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STYLED TO SELL... 
PRICED TO SELL! 


@ EXQUISITE, EXCLUSIVE DESIGNS 

@ SKILLED HAND CARVED CRAFTSMANSHIP 
@ UNEXCELLED QUALITY 

@ UNEQUALLED VALUE 


) 


A. Six fine diamonds individually 
prong set against recessed, mirror- 
iike background. Hand carved Fior- 
entine finish top. Tapered. Keystone 
$139 per set. 


E. Dainty blossoms on dramatic ‘‘V"’ 
design. Hand carved Satin finish cen- 
ter. Bright edges. Keystone $46 per 
set. 


I. Graceful swirls on hand carved 
Swedish finish center. Bright edges. 
Keystone $61 per set. 


All styles available in white or yellow 14K gold. 
Controlled distribution... 


B. Ten fine diamonds individually 
prong set against bright background. 
Hand carved Florentine finish on 
concave top. Tapered. Bright edges. 
Keystone $118 per set. 


P. Gleaming spiral wheat motif on 
hand carved satin finish center. 
Bright edges. Keystone $55 per set. 


—— 
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J. Sparkling swirls on concave, hand 
carved satin finish top. Tapered. 
Brightly faceted edges. Keystone $55 
per set. 


Free mats available upon request. 


DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 
BRIDAL RING CO., INC. ® 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 


HAND CARVED 


a 
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C. Ten fine diamonds set into con- 
cave, hand carved satin finish top. 
Tapered, brightly polished shank. 
Bright edges. Keystone $116 per set. 


G. Hand carved Florentine finish on 
concave center. Edges combine 
bright facets and graceful scallops. 
Keystone $55 per set. 
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K. Diagonal, stepped panels of alter- 
nating hand carved Swedish and 
bright finishes. Tapered. Keystone 
$63 per set. 


sold by the manufacturer directly to the retailer. 
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D. six fine diamonds set against 
recessed, Swedish finish marquise 
design. Tapered bright and satin 
finish shank. Keystone $81 per set. 


Bingen 
. eS. 


H. Glistening wheat design on hand 
carved satin finish center. Bright 
edges. Keystone $44 per set. 


L. Bright triangular facets on hand 
carved Florentine finish center. 
Sparkling step-down edges. Keystone 
$66 per set.. 
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This is your chance to sell Self-Winds to the millions—new Croton Self- 
Winds—at a price for the millions—a price unheard-of for watches of 
this quality: $39.95! Croton’s “Tempest” series for men and “Termptress’’ 
series for women have top-quality stainless steel cases, hand-lapped 
top and bottom - New easy-to-read full-figure dials or eye-catching 
indicator dials + Unbreakable crystals * Compensamatic® feature licks 
climate and temperature changes « They're waterproof* and shock- 
resistant * All this, including your full mark-up, is yours to sell at 





THESE 
ARE 
SPECIAL 
PRICES 
AVAILABLE 
FOR A 
LIMITED 
TIME 
OntY 


Rush your order now for Christmas selling! 


FIRST CLASS 
PERMIT NO. 33569 
NEW YORK, N. Y. 
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CROTON WATCH CO. 








404 PARK AVENUE SOUTH 











NEW YORK 16, N. Y. 























Never before have 
watches of this quality 
been offered 
at such low prices. 
And Croton can make 
them available only 
for a limited time. 
Order full stocks 
now, especially for 
the Christmas rush. 
Remember: prices will 
advance to normal 
levels in the very 
near future! 


CROTON WATCH CO., 404 PARK AVENUE SOUTH, NEW YORK 16, N. Y. 


PLEASE SEND THE FOLLOWING CROTON SELF-WIND WATCHES: 


QUANTITY “TEMPEST” for Men KEYSTONE 
YELLOW TOP—STAINLESS STEEL BACK WITH STRAP 
YELLOW TOP—STAINLESS STEEL BACK WITH BRACELET 
ALL STAINLESS STEEL WITH STRAP 
ALL STAINLESS STEEL WITH BRACELET 


‘“TEMPTRESS” for Women 


YELLOW TOP—STAINLESS STEEL BACK WITH STRAP . 49.95 
YELLOW TOP—STAINLESS STEEL BACK WITH BRACELET 59.95 
ALL STAINLESS STEEL WITH STRAP e 39.95 
ALL STAINLESS STEEL WITH BRACELET . 49.95 


If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


NAME 
STORE NAME 
ADDRESS 


a 








providing case ts unopened crystal and crown intact oe 








Now every one of these selling features—and 
values just as tempting—are also available in 
yellow with stainless steel backs. You get a 
complete selection of Croton Self-Winds to sell to 
the millions! The price for styles in yellow? Just 
CROTON WATCH CO., 404 PARK AVENUE SOUTH, NEW YORK 16 
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Also avatlable | Also available 
t with bracelet, with bracelet. 
£59.95 $59.95. : 


Carl-Art charms are popular favor- 
ites for Christmas, weddings, anniver- 

_ saries, birthdays and every gift-giving : "geee 
occasion — and there are many new OF \ ey 14 pit ane — 
ones to choose from. Be well supplied eee Sas 
for the coming holiday sales. Avail- ¢ 
able in }4 kt. Gold — Sterling Silver. 


Prices are per piece —- plus tax . 

















SOLD THROUGH WHOLESALERS ONLY 


CARL-ART iwc. 


PRO VA DO -e NA 


New York * Chicago °* Los Angeles 


14 Kt. $15.75 —$.S. $4.00 14 Kt. $15.60—s.s. $4.00 [es SU 14 x: $16.80 — 5.5. $4.00 


QUANTITY QUALITY NUMBER QUANTITY QUALITY 
CARL-ART INC., 95 Chestnut Street, Providence, Rhode Isiand 


NAME 
ADDRESS 
CITY... 


WHOLESALER 





They're New... 


“Olympos,” automatic man’s watch, has no 
hour hand—a marker on the revolving dial 
points to the hour. A 17-jewel model, it has 
a shock-proof movement and _ unbreakable 
mainspring. Cases are produced in stainless 
or gold filled top with stainless back. From 
Zodiac Watch Co., 15 W. 44th St., New York. 


10014W THE BROOCH 


tS he 
oy ° 


ay 


10013 W THE EARRINGS 


Ebony bodies of salad bowl and individual 

servers contrast with the silver finish on the 

P | bases. Set consists of an 1l-inch bowl, four 

Yfy, Y) x fe YK J, | individual serving bowls, and serving fork 
SNe CUCCULE COUCH | and spoon. From Ranger Rand, Inc., 342 


; j Madison Ave., New York. 
of expert designers is very much in evidence 


in this lovely brooch and earring set. 
Fashioned in 14K white gold with diamonds 
and genuine sapphires, it’s an outstanding 

example of CHURCH & COMPANY 


creativeness and craftsmanship. 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


First in a series of solid brass giftwares 

Trade mark registered AMERICAN | from International Silver Co. is this gallery 
ahaasieler Se see ae . table tray. Pierced tray rests on vinyl-cover- 
ed recess of solid hardwood table. Tray has 

15-inch diameter and table is 18 inches tall. 

$25 retail. “Durabrite” finish protects the tray. 
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ONE OF A GROUP OF STERLING SILVER GIFTS—Ruler—-11 
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. 
| ia’ : ; : 
uid , When you show sell Beene ber 
Le e 22CN07 chy : 31P008 & Y-W $5.00 . 
IHRE S oe . ’ ? hes ‘ i. C | 
Pig ° Biue enameling Round & snake 
oa tele, jewelry— Abeer Gabe p tis | 
) .) . enameling 
ot ; mane . + : : 
es OSS" ee your customers are 3 | 
‘ KOMFIT Series = 
. 82G801 $15.00 : 
1/20-Kt G.F. with x . oe 
: stainless steel lining sure to find the right ; 
82T801 $8.50 : 
; all Stainless Steel ; ; 
+ * = 
A Ladies Tapered ' : , 4 
( Mesh-Buckle « 
80F941 YW $9.00 , i. . or eee ‘ : 3 fe) 
also many for their family... friends... business contacts! 7 i V4 
% sig: r : A 4 
7 7 % 
: > see 
MEN’S, LADIES’, BOYS’ & GIRLS’ IDENTIFICATION BRACELETS (Part of /arge variety) } 
3 
GSE SLILS GIGS LS5E4SIGGLG5— | =f 
eee ‘ sieaiaees 208665 $4.50 20F665 $4.80 % Fj " 
DIDI? i} senterte mmeee ty LS : ‘ Ceti ; 
DoD a Becceteercecae AE 4 as ALL ; 
pa 218449 $15.00 21F449 $18.00 PRICES | 5 
KEYSTONE A 3 
) CHARMS & CHARM BRACELETS 
7 The Comprehensive 
Forstner Line... 
258297 258324 , 
$1.50 $1.50 check to see if 
25F297 25F324 you are ready for 
$1.70 $1.70 
Christmas Sales of: 
KOMFIT Watchbands 
: |] AMERICANA Watch Bracelets 
25S479 258282 258325 oe } UJ Men’s Mesh Watch Bands 
$1.00 $1.40 $2.70 : [] Ladies’ Mesh Watch Bracelets 
25F479 25F282 25F325 |] Identification Bracelets 
91.10 [1] Anklets & Neck Chains 
[|] Charms & Charm Bracelets 
L] Children’s Jewelry 
Be (Ms 6 > be no he a on iin, [] Miniature Pendants 
ee ee [] 14Kt. Gold Jewelry 
728071 - $3.00 72F071 - $3.30 ; ry 


Gold Filled Replicas 
of 14Kt. Gold Jewelry 


Religious Jewelry 
Sterling Silver Gifts 


C 


EXQUISITELY STYLED MINIATURES ( 20 Sty/es) 


Gold Filled & Sterling Silver Mountings & Neck Chains | Long & Short Key Chains 
_j Tie Tacks & Tie Chains 
4 . s a ; |] Money Clips & Knives 
\ j ee. ee S = Sterling Silver. 
‘ * | , 4 For Speedy Delivery of F = 1/20-12Kt. Gold Filled. 
i _” ‘ 5 Christ : oul P = Forstar Special Rhodium Plating. 
2 * i poet Cnrisimag 7ee Y = Yellow. / W = White. 
3 pS, C t ? wire or te/ephone 
fA: a -\ F » | : (write for complete 
ifn oe P ~ fo. your Authorized 16 page catalog) 
Vier’ J =" gfx ad j Forstner Distributor 
a « a°* , 
“Drops from Cultured arn — 
Religiou Cross and Heaven’ Pearl & —— 
Medal on Cultured floating synthetic f 
Neck chain Pearls rhinestones Spinel 0 4 ‘ 
57$403 - $3.00 708614-$450 708720-$5.00 70S723)- $4.50 
57F403 - $3.60 70F614 - $4.50 70F720-$5.00 70F723'-’$4.50 rf 4 
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They’re New... 


A Distinguished Collection / ( Two-stone wedding band has been designed 
of Quality Watches that }/ - to complement Wax & Skolnik’s “Swirl Soli- 
provides these advantages: : taire” engagement ring. The pair is produced 


in white or yellow 14K gold. 
e Full Profits for Retailers 
© Consistent Retailer Protection 
e Prestige Line for Today & Tomorrow 


Oval ladies’ watch from Timex has yellow 

matted bezel, an effect carried through to 

= the adjustable mesh bracelet. It has shock- 

The new Racine Royale models represent eo resistant movement and a stainless steel back. 

the ultimate advance in seven decades of Je It retails at $16.95. From The United States 
% 


fine watch craftsmanship. Their distinc- pte _ 
tive beauty is enhanced by superbly de- Time Corp., 375 Park Ave., New York. 
signed Swiss cases. 


Sold through These Distributors: 


|. ALBERTS SONS, INC., Boston, Mass. 
B-H-K CO., INC., Milwaukee, Wis. 


JOS. B. BECHTEL CO., INC., Phila. 


Silver plated salad bowl by WMF-Ikora is 


* 
A. C. BECKEN CO., Chicago, 4) y hand-crafted with sunburst design at deepest 
point of seven-inch diameter bowl. $7 retail. 


Cincinnati, Denver, Nashville , ~ , J Taris Imports, Inc., 210 Fifth Ave., New York. 


WM. R. KATZ CO., Dallas, Texas 
E. W. REYNOLDS CO., Phoenix, Ariz. 


Racine Royale Models for 

Men and Women Retail e.. : 
from 38.50 to $163.00 led Flexible 14K gold rope chains in this brace- 
~~ let separate for a shining panel holding three 
Ee R CIN pearls flanked by six diamonds. It has a 
JULES a | E 2 COmMPANy. covered clasp to give the bracelet the look of 
20 WEST 47th STREET, NEW YORK 36 continuous chains. From David G. Steven, 
Inc., 37 W. 47th St., New York. 
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Na 
TOP SELLERS 


COLLECTION 
OF Feature-glo- SETTINGS 


To Make Any Center Diamond Look 
ALMOST 


TWICE AS LARGE 


AND ALMOST 


TWICE AS BRILLIANT 


Here are the round diamond settings that are 
sweeping the country and promise to be the 
newest sales successes from Feature Ring. 
They are available on a choice of designs 
which are wide, varied and very beautiful. And 
the profit the jeweler needs is there too! As 
always Feature Ring also supplies a traffic 
building newspaper mat ad to help you pre- 
sell your customers. 





monds set pat 
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130 WEST 46th STREET-NEW YORK 36, N.Y 


WORLD'S lL RGEST MANUFACTURER OF 
E C 


_Al 
= y ENGAG MENT R WEDDING Rit 
Feature-glo Pat = 2774231 cline . , 





ony, elo brings you 


the year’s runaway best-seller for 


the season’s hottest gift business! 


AC/DC MODEL sc 7860 
in handsome metal travel case 
that doubles as display unit 











* NEW! ‘Floating-heads’ follow con- 
tours of the face, shave the hollows 


and hills, every hard-to-get-at area! 


Introduced just last July, the new 
Norelco ‘Floating-Head’ Speedshaver 
is already outselling all others. 


SAMI), 
Sh 


be 


Here's why it’s the greatest advance 
in shaving since rotary blades! 


* NEW! Powerful motor automati- 
cally adjusts its speed to pressure. 
There's no need to bear down! 


* NEW! Larger 

heads, added 

whisker open- 
ings, more self-sharpening rotary 
blades! No pinch, pull or irritation. 


JEWELERS 


* NEW! Side vents 
pop open at a touch. 
Whisker dust can be 


blown out instantly! 


* NEW! Runs on 110 or / 
220 volts. Free adaptor oN 
plug for use : 
almost anywhere 

in the world! 
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Look what else you've got working with you! 


The most wanted, most saleable line of electric shavers 
in the entire industry —for big demand, volume, profits. 


Look what else you've got working for you! 


NATIONAL MAGAZINES -— full-color spreads and pages Norelco Speedshaver® with Rotary Blades — 
1 . — we = Se world’s largest seller; flip-top cleaning. 
in Life, Look, Saturday Evening Post, Reader's Digest, suntan. ‘Shane eilianes eee a 
U.S. News and World Report, American Legion —reaching 


a total audience of 34,800,000 interested people. 


NATION-WIDE NEWSPAPERS — eye-catching newspaper 
ads in 97 markets to keep Norelco on top of the heap 


during the rush buying weeks. 


BIG-TIME TELEVISION —a saturation program covering more than 
100 of the nation’s top markets, aimed at an audience of 150,000,000 


© 
homes during the peak pre-Christmas season. 


50-50 CO-OP ADS-—sales-minded newspaper ads to sell Norelco as Norelco Sportsman with Rotary Blades — 

e shaves ; WwW yh- ‘ ries ra 

the shaver to buy, your store as the place to buy it. op-ed aatherias ot cat Righter; 
FP a $24.95 with case. MODEL sc 7779. 


POWER-PACKED SALES AIDS—brochures, counter units, 
window displays—everything to give your customers 


that last important nudge. 


STOCK UP! NOW, MORE THAN ANY 
CHRISTMAS BEFORE, NORELCO MEANS 
BUSINESS IN A GREAT BIG WAY! 


Lady Norelco with Rotary Blades — deluxe 


model in misty pink, gray and gold, ac/pc. 
$24.95 with case. MODEL sc 7788. 


ROTARY BLADE SHAVERS 


NORTH AMERICAN PHILIPS COMPANY, INC. 
100 E. 42nd St., New York 17, N. Y. Norelco is known as 
PHILISHAVE in Canada and throughout the rest of the free 
world. Other products: Radios, Radio-Phonographs, Tape 
Recorders, Dictating Machines, Medical X-ray Equipment, 


Electronic Tubes and Devices. : ' 
Norelco Coquette with Rotary Blades—pink, 


‘pretty, perfumed; easy to use. ac/pc. 
$17.50 with case. MODEL sc 7787. 
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with the revised 


Pellaveen 


ALBUM 


The famous Bellavance 
Album has just been revised 
to help you increase display 





Stimulate 
SALES 











and sales. Just flip open the 
cover and 48 brilliant expan- 
sion bands are presented to 
the customer. 

Bellavance wide selection 
of bands include both men’s 
and ladies’, gold filled and 
stainless. These fast-selling 

bands are all backed by 

the famous Bellavance 
immediate service guaran- 
tee. All repair orders serv- 
iced and returned to you 
within 24 hours of arrival 


at our factory. 


SEE YOUR WHOLESALER 
Quality... OR WRITE: 


and Dependability 
with Service [aw 
B OF ATTLEBORO 


BELLAVANCEC E, oe Bee Attleboro, Mass. 














ke Kosary of the Whonth - 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 


tinctive . beautiful original designs. Sales are 


bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


“* er 
& a 


9 
a 
2 


- ea 
eer 


— 


R315/74-470 $9.40 
Oval corrugated beads, 
hand engraved cross and 


center. 











They're New... 


Chip and dip servers from Wm. A. Rogers 
Division of Oneida Silversmiths come with 
either plain or gadroon borders. They are 
available in 12% or 15-inch diameters, and 
retail for $11 and $13.50 respectively. 


“Midge” is the name Croton has given 
this representative ladies’ watch from its 
‘“‘Miniature” series. It has a 17-jewel shock- 
resistant movement and comes with bracelet 
in yellow or white case. It is $39.95 retail. 


Bare! Bridal matched wedding ring set has 
three diamonds on each ring. Florentine fin- 
ish center is offset by polished shank. Avail- 
able in white or yellow 14K gold, they are 
$115 Keystone. From Bridal Ring Co., Inc., 
88-06 Van Wyck Expressway, Jamaica, N. Y. 


Sweater guard—which holds a lady’s sweat- 
er securely while it is simply draped over 
the shoulders—has Florentine finishes on the 
alligator clips that attach to the sweater. It 
is produced in 14K gold. $22 Keystone. From 
Wefferling & Berry, 8 Rost St., Newark. 
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They're New... 


Ladies’ bracelet watch is a 20-jewel model 
produced either in 18K white or yellow gold. 
It retails at $695. It is one of a new series 
of fashion bracelet watches from Patek Phil- 
ippe, 587 Fifth Ave., New York. 


Imported walking cane has either sterling 
silver or 14K rolled gold handle with hand- 
engraved initials. Cane is made of genuine 
ebony with horn tip. $120 Keystone. From 
David Sorokin, 204 S. 11th St., Philadelphia. 


Kight-cup coffee pot is fashioned after the 
captain’s coffee pot found on Norwegian 
windjammers. It is made of 18/8 stainless 


steel and has Bakelite handle and drip-proof 


lip. Instructions for making “captain’s cof- 
fee” are included. $21.50 Keystone. From 
Swedish Metalcraft Inc., Teaneck, N. J. 


Cabochon Chatham-created emeralds are set 
in 14K white or yellow gold for these cuff- 
links. Florentine finishes contrast with 
smooth backgrounds for the stones. From The 
Regent Co., 511 E. 12th St., New York. 


“SOLD A $39.95 DIAMOND 
PENDANT the very first day” 


Writes J. O. Palmer, ‘Not only that Ed, our Diamond Sales 
have been INCREASING ever since we joined your ‘'Guild of 
Diamond Experts'’ program. Yours is a program every 


Jeweler needs. 


You, too, can make EXTRA Diamond Sales ... You, too, can 


INCREASE your Diamond Volume by joining the 


GUILD of DIAMOND EXPERTS 


Membership is confined to One Jeweler in any 
One Community. Join the Hundreds of Jewelers 
who know by ACTUAL Profitable Sales Results 
that my "Guild'' program is without a doubt 
the Best Selling Tool ever perfected to aid any 
Jeweler INCREASE his Diamond Sales. JOIN 
TODAY! 


' Write for FREE ED FREED 
BROCHURE to: 
oy) iamond ce 
CH 7S 
111 EAST WATER ST., ELMIRA, NEW YORK 


THE PERFECT SILVER CABINET 


Your Choice of Mahogany or Walnut 











oo, 
For those hard fo al 


please customers who 
demand the finest at 
moderate prices— 
Select from many 
models in a wide price 
range. 


Send for illustrated 
brochure. 


Shown is No. 55-57, 
36" high, 18" wide. 


Drawers in upper cab- 
inet can be _ locked. 
All drawers are tarnish 
proof. Upper cabinet 
is removable. 


$129.50 Keystone 


HANSON CLOCK MFG. CO. 
1220 Eleventh Street Rockford, Illinois 














Cy 
INDEPENDENT JEWELERS 
CHAIN JEWELERS 


DEPARTMENT STORES 
SPECIALTY SHOPS 
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GOLD FILLED "NUGGET OF KNOWLEDGE"”’ COURSE 


This is a correspondence course on Gold Filled complete with texts, 
films and quizzes. Any retailer may enroll his sales and administra- 
tive personnel. The entire course can be completed in a few hours of 
home study. Awards given for successfully completing course. Over 
5000 have taken it resulting in increased selling proficiency of even the 
best sales personnel, and new sales records. 


GOLD FILLED DISPLAYS 


Dramatic Gold Filled displays are available, designed to merchandise : "ecun mune 
your existing Gold Filled inventory. Mark coupon for further informa- = 
tion on these displays. (Please indicate window or show case measure- 
ments.) 

















GOLD FILLED SALES TRAINING 


Group instructions can be tailored to the size and kind of store you 
have. Films, displays, brochures are provided. By instructing sales per- 
sonnel in what Gold Filled is, and how best to sellit,hundredsofstores _ 
have found they substantially increase Gold Filled volume and profits. 


A PROGRAM TAILORED TO YOUR NEEDS! 


Thousands of retailers are now building Gold Filled volume and profits with these Gold Filled sales tools. 
Displays, educational and sales training aids, films, courses, brochures. We've got them all. 

Whatever the size of your store, be it an independent store, stores, department store, specialty 
shop or chain, whatever your needs, we'll tailor a Gold Filled volume-building program to please you. 
Just fill out the attached coupon below. We’ll mail a Gold Filled representative to guide you in 

planning the best program for your needs. To help you cash in immediately on the tremendous 
popularity of Gold Filled accessories and jewelry today. 


GOLD FILLED MANUFACTURERS ASSOCIATION 


213 BATES BUILDING, ATTLEBORO, MASSACHUSETTS 


Please send us more information on your... 
[ |] Gold Filled “Nugget of Knowledge” Course . Firm Name 
C] Gold Filled Displays - Firm Address 
(_] Gold Filled Sales Training Meetings - Street 


[_] Have a representative call to discuss a complete | - Number of Sales People 
program. * Signature and Title 
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INSIDE ACCUTRON: A new timekeeping principle . .. accuracy only the space age could bring. 





Bulova announces 
a major scientific breakthrough in timekeeping... 


ACCULRON 


First instrument of the space age your 
customers can wear and use! ... First 
microsonic timepiece... It doesn’t even 
tick. It hums! ... First timepiece ever 
guaranteed accurate on the wrist! 


This instrument... the heart of a timing mechanism 
ina U.S. satellite ... is the first instrument of the 
space age your customers can wear and use. 
ACCUTRON is 99.9977% accurate—so accurate, in fact, 
it is the first timepiece in the history of timekeeping 
ever guaranteed accurate ...notin the lab... but on 
your wrist. It is guaranteed for one full year not to 
gain or lose more than two seconds a day. Based on 
expert opinion of conventional fine-watch perform- 
ance, ACCUTRON ts 10 times more accurate. 
ACCUTRON operates on a new timekeeping principle, 
so beautifully simple that it has only 12 moving 
parts, compared to 29 in a self-winding watch. In 
conventional and electric watches, the springs and 
balance wheel are only near-perfect components. 
The problem of faulty contacts in electric watches 
introduces a new source of trouble. Now these 
and other parts are replaced by a tuning fork that 
is oscillated 360 times a second by a germanium 
transistor powered by a button-size power cell. In 
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place of the tick, there’s an almost inaudible hum. 
This is the new sound of accuracy ... a sound you'll 
hear only in ACCUTRON. Because no other timepiece 
. conventional or electric . . . operates without a 
balance wheel. 
The single tiny power cell lasts over a year (longer 
than the battery life in some electric watches)... costs 
only $1.50. ..and replaces as easily as a lighter flint. 


Fach ACCUTRON timepiece is an exquisite piece ol 
jewelry ... so fine it can be made only in limited 
numbers at first. But more will be available soon. 
Priced from $175 to $2500*, they'll be sold at author- 
ized Bulova jewelers only. 

This ACCUTRON window emblem designates an 
authorized Bulova ACCUTRON jeweler. It marks the 
jewelers who display it as modern and up to date as 


ACCUTRON ... and the space age that gave it birth. 


ACCUTRON ... world’s new standard of accuracy 


tBulova Trademark Bulova Watch Co., Inc., New York, Toronto, Bienne, Milan *Plus F. E. T 
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Ennion arg — or Plain Blanks, 


Y. G., semi-polished . 
J¢ Plain ... .$1.10 dwt. 
Engine-turned ....$1.15 dwt. 
Plus labor charge; W. G., 5c dwt. 
extra. For completely ‘polished 
disc add 25c per piece. 
Wedding Rings, 14K Y. G., 2MM. to 12 


MM. widths, complete! polished 
1.30 dwt. 
No labor charge..W. G., 5c dwt. 
extra. 
Cuff Link Backs, 14K Y. G.... .$3.25 pr. 


Spiral Bracelets, 14K Y. G., completely 
finished, over 13 dwt, $1.30 dwt. 
under 13 dwt $1.40 dwt. 
Neck Chains, 14K Y. G., Carded, doz. lots 
15” length, as low as $10.00 doz. 
Coin Holders, 14K Y. G., doz. lots for 
$2.50 coin, $21.00 doz. for $5.00 
coin $24.75 doz. for $10.00 

coin $30.25 doz. 


A complete line of CASTINGS for 
the jeweler in 14K Gold and 
_ Platinum. Rings, Pins, pain 
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A ROYAL SWEDISH CREATION 
FOR INFORMAL LIVING 


“SINGOLA’ 


A Swedish modern design 
in stainiess steel with a 
satin hand finish, forged 
from rods. An unbreakable 
bolli-proof nylon handle is 
available in several dec- 
orator colors. Knife has 
wavered cutting edge. 
Five piece place set- 
ting $12.50 Key- 


stone. 


BY Nits. JOHAN 
Write for details 1 


SWEDISH METALCRAFT, INC. 


696-698 Palisade Ave. 
Teaneck, N.J., Phone TE 6-8980 


SUPPLIER TO SWEDISH 
ROYAL COURT 
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They're New... 


“Starlight,” ladies’ watch from Elgin, has 
17-jewel movement, is shock resistant, and 
has unbreakable mainspring. Mail-like brace- 
let. $29.95 retail. 


Round top for “Circle of Brilliance” set- 
tings by Feature Ring Co., Inc., is new to 
the series. Center stone sits above smaller 
ones, and the manufacturer says the arrange- 
ment makes the center diamond look larger 
and more brilliant. Contact your wholesaler. 


Fd i 
Hut yt 
fh ah ‘ 


Smooth arcs appear to be overlaid on 
Florentine panels in this man’s expansion 
watchband. A ladies’ band is made to match. 
They come in 1/20 10K yellow gold or stain- 
less steel. From Duchess Jewelry Mfg. Corp., 
300 Observer Hwy., Hoboken, N. J. 


French purse has beaded clover design on 
bone white split cowhide (bonded to “Savon- 
ette”). It has large bill and card compart- 
ment with removable photo and pass case. 
$5 retail. From The House of Nash, 316 
Barrow St., Jersey City 2, N. J. 
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( Advertisement) 





Remington Leads Shavers 


e@ According to a survey just completed 
by Consolidated agp 00 Analysis, 
penne Ele AVC) acs its 


Fett erican eine d cei cnuand 
38% of the total 20 city market, com- 

pared with 22%, 20%, 17% and 3% for 

its next four nearest competitors. 

— the survey also indicated the Li 


mtbr has reached 53%, which i is an in- 
crease of 3% during the past year. 

The survey was conducted by news- 
papers in Chicago, Columbus, Denver, 
Duluth, Fresno, Honolulu, Indianapolis, 
Long Beach, Milwaukee, Modesto, 
Omaha, Portland, Phoenix, Providence, 
Sacramento, Salt Lake City, San Jose, 
Seattle, St. Paul and Wichita. 








Reprinied from Electrical M erchandising Week, August 15, 1960 


Reprinted from Printer’s I nk, September 2, 1960 


The vote is in! Are you stocking the winner this year? 
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The WORLD'S ONLY wnurue TRANSISTOR] 1 '°Y Te New -- . 
mnvox CLOCK-RADIO 


The Ideal Christmas item 
SLIM, TRIM, SLIGHTLY LARGER 4 
THAN A PACK OF CIGARETTES. 





Vacheron & Constantin says its new man’s 


_- = watch is the world’s thinnest wrist model. 
Ce Oe It is only .75 ligne thick. Available in 18K 
$65 RETAIL a : if s only .75 lig 


| Lae ‘bist gold or platinum, it comes with handmade 
HIGH PROFIT! A RENSIE EXCLUSIVE bracelet. The 18K model is $800 retail. 


SWISS MADE. . . precision engineered 6 transis- 
tor radio. Clock turns on musical alarm at any preset 
time and station. Luminous dial and hands, automatic 45 
min. shut off. 

Jewelry Gift Package complete with ear phones and FREE 
batteries. Be the first in your community to promote and 
sell this item. IMMEDIATE DELIVERY .., . write, wire 


or phone 


RENS| Watch Tel.: BRyant 9-6250 

Co.,inc. 302 Fifth Avenue, New York | Two dozen melee diamonds are used to 
encircle a large center diamond in this new 
“Fiancee” ring. It is produced in 14K gold. 
Goldstein-Gerson, 130 W. 46th St., New York. 











STOCK BOXES 


r 
e 


ions 
etads 


“‘Memo-Park” reminds motorists when their 
nickel in the parking meter has expired. Any 
period up to one hour may be set on the 
one-ounce timer. It is available in six colors 
and retails at $3.95. From ORCOA, 59 Hemp- 
stead Garden Dr., West Hempstead, N. Y. 


your own specialized Heart-shaped scatter pin is produced in 


14K gold with Florentine finish. Series also 


BOX COMPA NY includes pins shaped like circles, squares and 


523 MT. HOPE ST. 4 ATTLEBORO FALLS. MASS. octagons. From Karlan & Bleicher, Inc., 136 
W. 52nd St., New York. 











Ban 
Sanden. 





Problem: to create rich, textured finishes on 
Stainless steel. Solution: Baldwin's ingenious 
new wedding of sand and steel to produce satin 
~a deep, glowing satin finish now available 
on expansion watchbands in the Baldwin price 
range. Technique: another development of 
Baldwin's “new ideas’ department, controlled 
sandblasting which produces a genuine 
dimensional texture, totally unlike the usual 
wheel-ground attempts. 

The result ts an elegant, masculine band, with 
the additional design feature of more and 
slimmer links, for easier stretch and more 
comfortable hold. You cannot sell a richer- 
looking or better-working 100% stainless steel 
expansion watchband at any price. 


Ask your wholesaler for the new 


itustrated brochure. 
o 
Bracelet Corp. 22 West 48th Street, New York 36,.N. Y 

















(A) New Manor Electric Wall Clock 
Tilt-down dial is glare-free! Mounts flush. 
Front hand set; sweep second hand. White, 
Turquoise or Yellow finish. 
Sa oe 

Beautifully Styled 
Sheraton Electric Alarm 
Traditional design with graceful scrollwork 
dial. Brass finish bezel; round brass feet. 
Sweep alarm indicator. 
1085—Lt. Mahogany or New Maple Finish 

(Early American). Plain dial. ..... $9.98 

1085-L—Dk. Mahogany. Luminous dial .$10.95 


New Deluxe Travette Alarm 


Genuine cowhide case. Only 3x 3x 1” closed. 
Luminous hands. Red or Tan finish. 
466-L....... a oe 


(0) New Deluxe Travalarm 


Sliding shutter front; easel back. Luminous 
dial and hands, non-breakable case. Two- 
tone Duo-larm. Gold or Silver color case with 


matching trim. 
| a hsb o-s Es ke 


New Athens Wall Clock 


Dramatic decorator's 
piece!...48 gold colored 
rays of high impact mate- 
rial; embossed brass 
numerals. 20” diam. 
400—8-day front 
wind......... $27.50 
911—Electric, sweep 
second hand $24.95 


New Drowse Electric 

Alarm 

Features exclusive “sleep- 

selector’. Wakes you gently, 

lets you choose 5 or 10 min. 

extra sleep—then wakes you 

again! 

800—Cloud Gray, 

yg). a 

800-L—Doeskin, Pine frost 

Green or Pink with Luminous 
$6.98 
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Get ready for the biggest Westclox Christmas 
sales season ever! New gigantic network and 
consumer magazine advertising—all add up to 
more sales for you! 

Starting with The Tab Hunter Show—every 
Sunday evening at peak viewing time—continu- 
ing with hard-hitting full-color advertisements in 
the country’s biggest publications—and winding 
up with a complete merchandising program that 
includes ad mats, window banners and all the 
material you need...this promises to be the 
biggest selling season in the entire history of 
Westclox. 

Don’t miss out! Get out your order blanks 
and stock up ’cause here comes Westclox! 


Lance Self-Winding, Waterproof* Watch 

This watch has everything! Self-winding, waterproof*, 
dustproof*, unbreakable mainspring, shock resistant, 
anti-magnetic, handsome chrome case. 

780 ; $14.95 


Famous Ballet in New Exquisite Design 

This is the watch that looks expensive but has a tiny 
price. All the features women like: Beautiful sculptur- 
ing; dainty, shock resistant, unbreakable mainspring, 
gold color case. 

746 | 


New Waterproof* Wrist Ben 

New, larger, more visible, luminous dial that most men 
like! Dustproof*, shock resistant, anti-magnetic. Un- 
breakable mainspring. Gray leather strap. 

689-L Marae el «af oy Se, 


Sports Waterproof* Coquette 

Lovely combination of function, value, high- 
styling! One-piece gold color case; high 
fashion dial; dustproof*, shock resistant. 
Unbreakable mainspring. Brown alligator 
grain strap. 


*Provided original seal is replaced 
if opened for service. 


GIANT You name them— Westclox will be 
in them! SATURDAY EVENING Post, 


PACKAGE LooK magazine, BETTER HOMES 


OF AND GARDENS, THIS WEEK, 


FAMILY WEEKLY, TV GUIDE, 
NATIONAL 


SPORTS AFIELD, SPORTS 
ILLUSTRATED, Independent 


Newspaper Supplements— Westclox 

FULL-COLOR is blanketing the country with ads 
GIFT that are hard-hitting, dynamic, 
designed to sell at the retail level! 

ADS! Get in now on the biggest Westclox 
H promotion you’ve ever seen! 


jars SS Are 


WwW eek eed 


ESTCLOXx 


MAKERS OF BIG BEN « DIVISION OF GENERAL TIME CORPORATION «+ LASALLE-PERU ILLINOIS 
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A unique collection 
of key-profit merchandise 
for jewelers 


Parker pens and sets are, of course, 
traditional favorites for Christmas 
giving. Practical! Lasting! Smartly- 
styled! And bearing the prestige 
name in writing! 

This Christmas Parker offers jew- 
elers a brilliant array of pens and 
sets featuring the lavish “golden 
look.” Gifts to be spotlighted in 
broad national advertising, including 
a full-color spread in LIFE (Dec. 5) 
plus a variety of reminder ads in 
other leading publications. An active 
spot TV schedule, too. 

Never before has the Parker fran- 
chise held such promise of surging 
profits! The “Golden Series” brings 
you: 





SONS 





reassess 9 VSN 





Parker 45 Cartridge Fountain Pen 
in gleaming electro-plated gold at 
$8.75 and $10, sets priced at $14.75 
and $18.75 (illustrated) 

Parker 61 Sets —The Insignia, 12K. 
Gold-Filled, at $45.00 and the mag- 
nificent Presidential (illustrated) 


‘__ resplendent in 14K. Gold, $225.00 


Parker International T-Ball Jotter 
in rich electro-plated gold at $8.75; 
Insignia Set (illustrated) $17.50. 
Ultra-smart 14K. Gold Presidential 
Set, $150.00 


Parker Imperial Jotter, Electro- 
plated Gold Finish, $3.98; with 
matching Mechanical Pencil, $7.95 
4 Parker 61 1 i ' : i Parker 
Parker 45 . i Presidential 4 : | International 
Set a 





All beautifully 
gift-boxed 


Parker 
Imperial 
Jotter Set 


>The Parker Pen Company 


THE PARKER PEN OMPANY, JAN 


VILLE WISCONSIN v.92 
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LETTERS... 


Brown & Brown 


To the Editors: 

Your Directory Issue will be of tre- 
mendous value to us in this office. I do 
note one minor error. On page 39, top 
row, you have a picture of our Presi- 
dent, Mr. Chapman, but the Brown 
shown next to him is not I, nor does the 
gentleman pictured belong to the Asso- 
ciation, as far as I know... . This 1s in 
no sense a complaint, but I thought you 
would want to have your records 
straight. 

RAYMOND P. BROWN 
Toronto General Manager 
Canadian Jewellers Association 


e ¢ In your excellent Directory Issue, 
I regret to find myself misplaced and 
listed incorrectly as secretary of the 
Canadian Jewellers Association. My pic- 
ture, which appears on page 39, should 
have the caption, Manufacturing 
Jewelers Sales Association. 

FRANK BROWN 
Providence Bazar Mfg. Co. 


Apologies to both Messrs. Brown. 
Their photographs are shown here with 
their affiliations.—The Editors. 


Raymond P. Brown Frank Brown 
of Canadian Jewel- of Manufacturing 
lers Association Jewelers Sales As- 
sociation 


Watchmaker’s Role 
To the Editors: 

Thank you for printing all of those 
articles on “What’s Happening to 
Watchmaker Training.’ Your maga- 


} 


ON ALL PLAIN BOXES! 


FASTEST, last-minute-service is a habit with “The 
Lindley Man”... developed to give you the service 
so vital to sales at this time of year. When -you 
call, “THE LINDLEY MAN” is ready, willing and 
able to meet your emergency requirements... or 
help you plan an entire season’s needs in advance. 
Combine this service with the finest boxes in the 
packaging world and you have an unbeatable com- 
bination working for you every day of every season! 


Contact “The Lindley Man’...a card, letter 
or wire can mean better service, and better 
packaging, for you and your customers 


Wurnoeey 


ce bg BOX AND PAPER DIVISION 


Marion, Indiana 


FEDERAL PAPER BOARD COMPANY, INC. 








BAKERS DOZEN INTRODUCTORY OFFER 
%e INCH COLLEGE SEAL CHARMS 


FOR A LIMITED TIME ONLY! 
Now you can take advantage of a new College Seal Bonus 
Offer and get an extra FREE College Charm with your order 
for a dozen. Just College Seal’s way of making new friends! 
College Seal 14k gold charms are today more popular than 
ever! Elegant as an added charm to a bracelet, or hanging 
gracefully from a neckchain. In authentic school colors for 


almost every accredited college. 
ORDER NOW! THIS OFFER GOOD ONLY UNTIL DECEMBER! 


Several money making territories are open for 
salesmen who concentrate on intense coverage. 





AND CREST COMPANY 
236 BROADWAY, CAMBRIDGE 39, MASS 








W, deeply regret fo 


announce the untimely death of 


MR. MAURICE W. GOLDSTEIN 


who, for sixteen years, had so faithfully and 


successfully represented us on the West 


Coast. 


We all mourn his passing on. We all will miss 


him both as a friend and business associate. 


BRIDAL RING CO., INC. 


Creators of 


HAND CARVED BAREL BRIDAL 
MATCHED WEDDING RING SETS 





zine is the only one that is taking the 
time and effort to help watchmakers. 

I consider myself and others in my 
profession as protectors of life—that 
is, the life of a watch— or, in other 
words, the life of time. 

So why shouldn’t watchmakers be rec- 
ognized and paid on that basis? Then, 
maybe, there would be more going into 
the watchmaking field. 

ANTHONY GALLINELLI 
Mamaroneck, N. Y. 


Gold-Darkened Skin? 


To the Editors: 

Would it be possible to receive a small 
supply of loose copies of page 102, “‘Can 
Gold Discolor Skin?”, which appears in 
your September issue? On rare occa- 
sions the problem of discoloration comes 
up, and we think your article would be 
very helpful in explaining it. 

EUGENE NAVRATIL 
Newark, N. J. Krementz Jewelry Co. 


© ¢@ We think your article, “Can Gold 


Discolor Skin?” excellent. If reprints 
are available, we should appreciate re- 


ceiving a small supply. 
E. L. ACKLEY 
Director of Operations 
Union, N. J. Gemex Corp. 


In response to these and other re- 
quests, “Can Gold Discolor Skin?” has 
been reprinted. Copies are available at 
10 for $1.—The Editors. 


Jewelry Fashion Week 
To the Editors: 

We followed all your articles about 
Jewelry Fashion Week, and hit on an 
idea all our own. Our window is de- 
corated in beautiful shades of pink and 
green velvet, and features an ivory 
jewel chest with pink lining. A card 
says: “Guess the price of the Jewel 
Chest and the contents. No purchase 
necessary. Just come in and register.” 
We think this contest will give us just 
the right “spark to make a difference” 
in our fall business. 

MRS. GRACE CARTER 
Rosenberg Jewelers, Ltd. 
Columbus, Ga. 
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CARRIAGE TRADE 
QUALITY 


or 83 years... the finest of materials and the most meticulous 


craftsmanship . . . these are the “secrets” that give Whiting & Davis 


bags and jewelry their unique reputation. 
For these reasons, too, the Whiting & Davis line represents a uniquely 
profitable and prestige-building opportunity for the carefully selected jewelers 


who most successfully handle its distribution. 
Wuitinc & Davis Company, Inc. ..... . Plainville, Massachusetts 


Hand in hand with fashion since 1876 
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Once upon a time there was a dealer who 
fell for the line that ballpoints had cornered the 
pen business. (That’s a fairy tale! In 1959, retail 
sales of 70c-and-up ballpoints totalled $43,460,000 
—while retail sales of fountain pens amounted to 
$45,300,000. ) 


He couldn’t shut his eyes to the fact that 
Sheaffer has a Controlled Distribution Plan that 


offers legitimate profit to legitimate dealers. 
Sheaffer primary line products are sold through 
franchised retailers and no other outlets of any kind. 
‘This makes it good business to feature Sheaffer’s. 





But his ears were opened when a Sheaffer 
salesman told him the facts. Here’s another cheer- 
ful earful: Sheaffer enjoys a 44% share of the foun- 
tain pen market. And that’s a market where one 
$15 sale can yield as much net profit as the sale of 
seventy-five ballpoints at a dollar each. 


In addition to good pricing and good promotion, 
Sheaffer offered him a complete line of top quality 
products he could sell with confidence. The Lady 
Sheaffer Collection...Sheaffer’s PFM, Pen For 
Men...the new Target pen...cartridge fountain 
pens...and all accessories. 





Because he was a smart cookie he decided to 
put a strong promotion effort behind quality foun- 
tain pens. As his first step, he separated them from 
low-priced merchandise. This un-confused his cus- 
tomers, who have always regarded good fountain 
pens as ideal gifts and prized possessions. 





He proved he knew how to “dish it out” 
when he built quality display for fountain pens. 
Experience shows that sales go UP when gift mer- 
chandise is placed in the proper setting. And 
Sheaffer is willing to hand over a number of unique 
display ideas...on a silver platter! 


And so he lived profitably 


ever after, with 


SHEAFFER'S 


PLAYBOY 


SPORTS 
: ) ILLUSTRATED 
4,514 eaPHii tt y j | ,reRost 


MALAZIN 


Here’s the “silver lining.” This Christmas, 
Sheaffer has a block-buster program of consumer 
advertising. It will run in leading magazines and 
in local-market newspapers. Get the whole story from 
your Sheaffer representative. 


SHEAFFER'S 


©1960, W. A. SHEAFFER PEN CO., FORT MADISON, IOWA «+ SHEAFFER PENS « Maico HEARING Alos 














‘Io help stimulate the 
Sale of Fine Quality Watches 
in 1960 
Songines Wfitnauers 
1960 ADVERTISING CAMPAIGN 
included 


14 FULL-HOUR, EXCLUSIVELY SPONSORED 
TELEVISION PROGRAMS, COAST-TO-COAST 


During 1960, Longines-Wittnauer sponsored 
exclusively the largest volume of television adver- 


tising in Class “A” time of ANY watch, or 


ANY jewelry product. The 8 presentations of 


“Longines Presidential Chronoscope” on _ the 
N.B.C. Television Network included the next 
the United 
States. The impact of this advertising is almost 


President and Vice-President of 


immeasurable in terms of the number of active 
and future buyers of the watches of Longines- 


Wittnauer. 
PLUS 


Supplementing the great television advertising, 
c 4 c 


a pre-Christmas campaign will blanket the coun- 
try on the N.B.C. Radio Network. Beginning No- 
vember 14th, Longines-Wittnauer will sponsor 
“News On The Hour” broadcasts, Monday 
through Friday. This, plus advertising in selected 
publications and sports advertising, continue our 
campaign through the entire holiday selling 
season. 

The total of Longines-Wittnauer advertising 
during 1960 is undoubtedly greater than for all 
other watches of accepted finest quality. Alert 
jewelers are alert to the sales opportunities which 
this advertising has generated. 


HERE ARE THE PRODUCTS OF LONGINES-WITTNAUER 





Longines, The World’s Most Honored Watch. 


Wittnauer, Distinguished Companion Watch to the Honored Longines. 


LeCoultre, Exceptional Specialty Watches and Clocks, Including Atmos. 


Vacheron & Constantin, Individually-Made Luxury Timepieces. 


Serving the Quality Jewelers of America for Close to a Century 


Longines-Wittnauer Building, Fifth Avenue, New York 
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DipLomacy: The dis- 


oo 
count houses have their troubles, 
too. 


A Phoenix discount store recently 


opened a sales campaign with the 
enticing plea: 

“Pick us clean.” 

And would you believe it? Some 
literal-minded burglars did just that, 
walking off with $60,000 in watches 


and rings. 


generar ABROAD: She didn’t know 
it was loaded. 

That’s what a middle-aged British 
housewife told officials at West Lon- 
don Air Terminal when they charged 
her with smuggling 400 watches in 
from Austria in her girdle. 

Nobody could have been more 
surprised than Mrs. Marie Louise 
Clark when the timepieces were re- 
moved. “I didn’t know what was in 
the thing,” said she. 
Termites, maybe? 


eager A jeweler possessing 
the wisdown of Confucius was 
approached by a young man whose 
dazed and happy demeanor pro- 
claimed that he was in love. 
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SPEAKING OF THE JEWELRY TRADE 


His quest, naturally, was for an 
engagement ring. “Engrave it ‘From 
Henry to Clara’, would you, Daddy- 
oh,” said he. 

The jeweler, who was an old cat 
but strictly hip, laid it on the line. 

“Il dig young love and all that 
jazz as much as the next guy,” spake 
the jeweler,” but don’t be a square, 
Pops. Play it safe and just have the 


9 99 


inscription read: ‘From Henry. 


M™ Mrix-up: It’s a funny thing 
how stuffy normally reason- 
able people can get when money mat- 


ters are involved. 


An instance of this peculiar quirk 
was the hot Sunday last July when 
two trucks and an armored car escort 
rumbled up to the U. S. mint in San 
Francisco; tucked away in the trucks 
was a tidy $1.5 million in freshly 


minted silver from Denver. 

No one likes to carry around that 
much money at one time any longer 
than necessary, and the truckers and 
guards were eager to unload. 

But they didn’t reckon with official- 
dom. A mint functionary studied his 
schedule. Unload on a Sunday? Im- 
possible! This shipment wasn’t due 
till Monday. “There’s nobody to sign 
for the stuff,” sniffed the functionary. 

The verbal response of the drivers 
and guards, rich in pithy expletives 
and local idiom though it doubtless 
was, is unrecorded as are their 
thoughts as they sat up all night baby 
sitting a million and a half in silver. 

Pity. 


Boe Witt Goonies: Remember 

those far off days when you 
used to put the molar the dentist had 
yanked under your pillow and got a 
dime from the fairies? 

It was a good racket while it 
lasted. Now if you break a leg you 
have to pay through the nose before 
the Blue Cross puts a dime under 
your pillow. 

Seems like the fairies all didn’t 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print'’ at the time 
orders ore received. We can supply tities from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES $12.50 A KEY TO PRECIOUS STONES $3.50 HANDBOOK OF GEM IDENTIFICATION $6.00 
G. F. Herbert Smith L. J. Spencer, D.Sc., F.R.6.5. Richard T. Liddicoat, Jr. 
Liberally Illustrated 13th Edition—560 pgs. lilwstrated work on gems Generously illustrated—352 pgs. 
GEMS AND GEM MATERIA 15 
Drs. angele — ” STORY OF THE GEMS $5.95 
Study of all besic and rare gem materials ‘ rw pte oaed Sneiiiatiaaial GEM TESTING gy gg 
inerological background o $, - 8. . F.6.A. 
ne TXEnerset $10.00 precious stones Simple aaae ta 


a mee mn em" sro.o9 SETTING ACQUAINTED WITH MINERALS $6.95 
Michael Weinstein aa 7 8 gly A FIELD GUIDE TO ROCKS & MINERALS $3.95 


Valuable reference book—448 pgs. minerals Dr. Frederick H. Pough 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 MERALDIC DESIGNS AND ENGRAVING $10.00 
John 1. Bowmen & R. Allan Herdy R. Allen Hardy & John J. Bowmen . M. Bergling & A. Tusten Hay 
Complete and autheritetive, profusely ilius- Guide to tools and techniques of repairing ao. Edition—Iilustrated handbook and dic- 
trated—143 pgs. —alse stone setting—166 pgs. tionary of terms—92 pgs. 
JEWELRY DESIGNING & APPLIED DESIGN $40.00 
. A. Jakebb JEWELRY, GEM CUTTING AND METALCRAFT $5.75 

PRINCIPLES OF ELECTROPLATING AND vanietian monvol—55 full page drawings William T. Baxter 

ELECTROFORMING $9. ART MONOGRAMS & LETTERING 2 EEE 

William Bium & Geo. 8. Hogaboom 19th Deluxe Edition—102 pgs. 
ee ART MONOGRAMS & LETTERING $3.00 JEWELRY AND ENAMELING $4.95 


18th Edition—paper cover—40 pgs. Greta Pack 


JEWELRY MAKING FOR SCHOOLS, TRADES- ENGRAVING STYLE CHARTS $4.00 NGRAY 
MEN, CRAFTSMEN Soft Cover $2.95 Assorted—order by the der. E RAVING G8 PRECIONS METALS $7.80 
Hard Cover $4.25 JEWELRY & SILVERWARE ENGRAVING $2.00 Textbook for beginner or expert—225 pgs. 
Murray Bevia CHARTS 


Describes all techniques, procedures of moking J. M. Bergling JEWELRY MAKING AS AN ART EXPRESSION $6.50 


jewelry Set of four D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 
WATCH REPAIRER’S MANUAL $6.50 WATCH AND CLOCKMAKER’S HANDBOOK $15.00 GEARS FOR SMALL MECHANISMS $5.00 


Henry 8. Fried E. J. Britten—Revised by J. W. Player W. 0. Davis 
Cevers all phases ef watch repelring—306 pgs. 15th Edition—605 pgs. Gear construction and adjustment 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 


2,000 entries—148 pgs. 
WATCHMAKER’S LATHE AND HOW TO Wit THE WATCHMARER AT THE BENCH $3.50 WATCH eee $4.85 
USE IT 7.50 Profusely illustrated—243 pgs. Theoretical, practical and mechanical phases 
Donald DeCerte of horology—248 pgs. 
Detailed explanations end lilustrations—154 pgs. 


CLOCK AND WATCH ESCAPEMENTS $7.50 PRACTICAL COURSE IN HOROLOGY $3.25 

W. J. Gazeley Herold C. Kelly PRACTICAL CLOCK REPAIRING 
Description ef and escapements’ illustrations— Watch madeemien repair maintenance, etc. Donaid DeCarle 
794 pgs. —192 pgs. 450 illustrations—230 pgs. 





On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX AMERICAN SILVERSMITHS AND THEIR emSLISE SILVER—1675-1825 $5.00 
1958 EDITION MARKS III $25.00 Stephen G. C. Enske & Edword Wenham 
Jewelers’ ended: + Blader $17.58 earn = Sate Pee Line drawing illustrations—109 pgs. 
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cash in their chips, though. One of 
them, in the person of Dr. Tom 
Dooley, still works the racket in Laos. 

Doc Dooley receives with thanks 
any old jewelry anyone might have 
to spare and gives it to the Laotian 
natives who submit to treatment in 
his hospital on Laos. 

The natives look askance at get- 
ting a shot of penicillin unless the 
Doc pays off with a cuff link, tie pin, 
or other jewelry goody. So Doc 
Dooley pays off, with contributions 
from the personnel of American com- 
panies. And the lucky natives don’t 
have to leave an arm under the pillow 


to collect, either. 


} pam The Air Force is con- 
fronted by many difficult decis- 
ions, not all of them military. 
Recently workmen at Edwards Air 
Force Base in California were ex- 
cavating in a hangar to lay the 
foundations for an aircraft inertia 
measuring table. 
Their shovels cut into a vein of 


silver that experts said was well worth 


mining .. . except for one thing: it 
would have required removing $4,- 
000,000 worth of hangar over the 
strike. 

The Klondike Spirit is dead; the 
Air Force will cover the silver lode 
with 740 cubic yards of concrete to 
support the inertia table. 


| a It CLEAN: Self-help is usual- 
ly outside the scope of these 
columns. 

But this tip for cleaning a metal 
extension watch band without en- 
dangering the watch seems like the 
sort of thing that a jeweler could 
pass along to favored customers: 

Fill a glass with warm soap or 
detergent suds and put the watch on 
the flat surface of a knife or ruler 
balanced over the rim of the glass. 

Let the band hang down into the 
suds for a few minutes, then use a 
small brush to scrub away clinging 
dirt. 

If careful adherence to this advice 


fails to produce a sparkling clean 














band, don’t call us: we'll call you. 
Better still, refer complaints to the 
Cleanliness Bureau, Association of 
American Soap & Glycerine Pro- 
ducers, Inc., 295 Madison Ave., New 
York. 
It was their bright idea in the first 


place. 


b neeea Be In PitcHas: Every- 
~ body except her husband thinks 
New York costume jewelry designer 
Klizabeth Bregman is a dead ringer 
for Hollywood star Elizabeth Taylor. 
This can be embarassing when in 


the presence of Debbie Reynolds fans, 


who resent Eddie Fisher’s transfer of 
affections from Reynolds to Taylor. 

Offsetting this are encounters with 
admirers of Miss Taylor. One of 
this ilk stopped Mrs. Bregman on 
the street and said: “Miss Taylor, I 
just want you to know you handled 
that whole thing with Eddie and 
Debbie wonderfully. And I’ve heard 
a lot of other people say the same 
thing.” 

Despite this, Mrs. Bregman (who 
says her husband looks like Rock 
Hudson) has no yen to quit jewelry 


designing for the stage. 


(™ RUSH? Over the past 80 years 
some $734,632,000 in gold has 


been mined in Alaska. 


But the golden days are on the 
wane. Last year, the 49th state’s gold 
production was valued at $5,985,000. 
Running a close second was coal, at 
$5,598,000. 

Alaska’s biggest gold producer, 
the United States Smelting, Refining 
and Mining Co., shut down two gold 
dredges last year, will shut down 
another this year and two more in 
1961. 

Meanwhile, businessmen are look- 
ing to coal, iron ore and timber to 
keep Alaska’s economy booming. 





by Jerry Gewirtz 


Precious 


metal jewelry this season 


is big, lavish, 


as up to the minute 
as the latest 


dress design 


Delicately worked loops of twisted 
wire lighten massive necklace. Note 
the impressive pear-shaped turquoise. 


@® THE INCREASED size of karat gold jewels up- 
stages all other characters in the gold story for 
Christmas. Never before have precious jewels 
been so big, so lavish, so jeweled, so three-dimen- 
sional as they are today. 

Necklaces, pins, earrings, bracelets and rings 
are frankly high fashion, obviously seasonal and 
as much a part of the 1960 winter wardrobe as 
any costume jewelry. 

Four or five years ago, we wrote with timidity 
of gold jewelry as “high fashion,” apologetically 
noting there were really over-all waves of style 
that encompassed these small fashion ripples. 

This is no longer true. The reverse is! 

A style finish, for example, such as Florentine 
is really a substructure on which 
to build an immediate fashion. 
But, it is the shape, the size, the 
structure, the fashion itself that 
today is the persuasive selling 
point. 

No prospective buyer is 
daunted because a piece of pre- 
cious jewelry is apparently as 
new as a costly dress she may 
have purchased. She _ doesn’t 
question its longevity because it 
is fashionable. 

And this year, the top de- 
signers have gone all out in cre- 
ating fashions that are beautiful, 
excitingly new and designed to 
complement apparel. 


They’re Selling Size... 

Necklaces are massive. De- 
signs never end near the front. 
Three - dimensionals, layers of 
leaves or abstract patterns, en- 
circle the throat and show out 
over an all-around collarless 
coat or cardigan-necked suit. 

Many evening dresses have 
high fronts, low backs. The very 
same all-arounds have huge 
drops of diamonds, turquoise, 
etc.—or one huge medallion 
hanging in front. 

Pins are enormous; rings 
high and domed; bracelets wide; 
earrings in huge clusters or 
soaring up the ear or down to 
the neck. 


... And Structure 

Strands, twisted wire keep massive necklaces, 
bracelets and pins surprisingly light in feeling and 
design. Virtually hundreds of tiny loops of twisted 
wire comprise one ensemble that looks like a cloud 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1960 





of textured gold. Mesh is still good, but it has a 
newer, more satisfying character. Sometimes it 
is hollow and rolled like a piece of fabric. It looks 
like and is frequently referred to as “gold cloth.” 

Finish is the means to the end. Florentine is 
still good, but as a supplement. It is applied to 
dramatize a shape, create a shadow, make for 
contrast with high polish or other textured sur- 
faces. 


Fashion Is the Springboard 


Bracelets are wider, rings higher because of 
still shorter sleeves. Earrings are outsized to 
show from cover-up hats that cloak all the hair. 
Pins are huge, to sit on the seam of an all-envelop- 
ing cape or coat that has no collar, or, better still, 
to enhance a giant lapel set back from the throat- 
line. They mark the newness of a stand-up livery 
collar. 

The color gold is more important because of 
the many fabrics in red, blue, green, brown, bro- 
cade and lamé. 


Specifics in the General Trend 


1. More clip findings so the pin has greater 
versatility. They can highlight a low waist; focus 
attention on a collarless neckline; clasp over a 
multiple-strand necklace; perch on the start of a 
new bubble skirt (it looks just like a bubble) and 
demarcate the end of the long torso; clip on the 
back where the décollétage is this vear. 

2. 18K more prevalent than ever, and more 
often than not enhanced by diamonds. 

3. An awareness of, and preference for, more 
color in karat gold, whether it is in the gems or 
enamel finishes. 

4. Huge, pear-shaped drops of precious stones. 

5. The return of the link in different shapes 

(please turn to page 87) 


Diamonds and enamel add further lus- 
ter to this distinctive peacock brooch. 
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Rings of today are domed, bigger than 
ever, make lavish use of gems as here. 


Dimensional pin is of gold, worked like twisted wire. It 
reflects the trend toward larger, more important jewels. 


Religious jewelry from Spain is made 
of transparent enamel, shows Virgin. 
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The author, left, is shown interviewing an applicant for credit. 


Interviewer should make every effort to put applicant at ease. 


REDUCE THE RISK IN CRED! 


That credit application form, correctly filled out, 
can be your best insurance against loss by a skip 


@® IN ANY CREDIT OPERATION the most important 
thing is proper attention to, and execution of, 
details in taking a credit application from a cus- 
tomer. 

This action, if properly taken, can produce in- 
creased business for your store; if improperiy 
taken, it can deny you the marginal accounts 
which you should be qualified to handle. 

In effect, a credit application is the “life insur- 
ance’ policy that every credit store writes when 
it issues credit to a customer. If you have informa- 
tion on an applicant that is broad in scope and 
sufficiently detailed, you have insured yourself in 
the maximum amount against the one thing which 
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every credit department fears—loss from a “‘skip.”’ 

In theory, if you knew a customer’s friends, 
habits and mannerisms, it would be unlikely that 
he could escape your tracing department if it 
became necessary to track him to earth. 


Underwrite Your Credit Business 

With an extensive credit application, you write, 
in effect, a “life insurance” policy which will per- 
mit you to take risk accounts you otherwise could 
not handle. Without adequate credit applications, 
your risk of losses by “skips” would be so great 
as to limit the amount of risk business you could 
handle. 
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It is obvious, therefore, that a properly ex- 
ecuted credit application can and will substan- 
tially increase your store’s volume. 

The greatest emphasis must always be upon 
enabling you to trace leads—relatives, friends, 
etc.—that will turn up the “skip” as rapidly as 
possible so that money and merchandise can be 
recovered within a reasonable time. 

Three fundamental facts about your customer 
* should be brought out by a good credit applica- 
tion. 

1. Stability: indicated by the length of time a 
person has lived in an area, worked at one job, 
etc. 

Capability: indicated by the permanency of 
his employment and the income from that employ- 
ment, balanced against his outstanding obligations 
and confirmed by his paying habits, which are de- 
termined by credit ratings of one sort or another. 

“Traceability”: though this has been covered 
to some degree, it should be emphasized that if the 


by Marvin Rogers* 


Date j 
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mr 


Pad 
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credit application is intelligently, accurately, and 
legibly taken, risk is decreased at least 50 per cent. 


The Interview 

When taking a credit application, always intro- 
duce yourself. To further put the customer at 
ease (so that he will talk more freely) explain that 
the information you seek is of a confidential na- 
ture, that you will bother him just this once in 
order to build a credit file for his benefit. 

Point out that once the file is established, he 
can make charges by telephone or mail. If you 
handle the interview properly, you will convince 
the customer that the time and questions involved 
will be of even greater importance to him in the 
future than in his current purchase. 

Everything written on the credit application 
should be perfectly legible; preferably it should be 
printed with a ball point pen, using few, if any, 
abbreviations. 
turn 84) 
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Completed credit application form 
should include all the information on 
this sample form. Names, addresses, 
and other data shown are fictitious. 





*The author is credit manager for the Seattle 
stores of Weisfield’s, Inc. Associated with the 
jewelry industry since 1940, he has given 
many lectures on credit and collection prob- 
lems and on creative selling by credit jewelry 
store personnel. He is currently writing a 
book on jewelry industry credit matters. 

CIRCULA 


JEWELERS R-KEYSTONE, 


| Employer _. 


NOVEMBER 1960 


Badge No. 2 ///- # 
S/M. $. Me. 


Clock No. i 
PE Mo Be Swkly. § 
(Ooa EMPLOYER: 
bg VALI CATICN 
4 a = 


[oF aon 











* 
_—— 





saghnntadhebdh ¢ 


Address Li. 





ldéc Ak 


Occupation! “1. 





sate api EMPLOYER: 





. Gif LLERK 
Clock No. + Bodge No. 


ee as Wk .$ ____.$/M. $ ee 
HUSBAND’S re — LIVING G: VING: & % TOE K 


eae s 

“Addressef Jk. Ee. Sy cn ‘ f { 4 

WIFE'S CLOSEST RELATIVE LIVING: Pic | R PaARM 4: 

ik | Behe lus Der ) Sees Secutit 
' n¢ Eb 


Address 1 2.8 


OTHER RELATIVES: 
Nomeft A kBy £ é 
Address 2 ELM. 
Nome. 4.2 /) 
Addresd «ii / 
GIFT FOR: 
Name 


Address 























flint 





‘HAS AAD- 
el. fee x4 





b-£ die 5 Bass ff LAbit 
cet 




















Address _. 





Occupation ___. 
FIANCEE’S PARENTS: 
Nome 


Address 














Address/. B Ai FE ~~ f4 2 











% A < ; Cz 
(NAME ~ 3"? thjAin 
aT i= Bea 


Beeck Bia’ 


Paying tol LA RAL 
LIFE INS. CO.: HAR KY 














Local No. yrwR nee 


ACTIVE CREDIT ACCOUNTS: Bal. 

















1FE QUES 5 EgeirTy 
sa fio need j2eo ACRE FARM ¢ 


RT 2, Box i, EL pase sey- EAU A+3ue 
oe 1] UMIT LAYAWAY 


4 ' i ; 
atte Before Delivery 








53 





By VIRGINIA DIXON 


Eye-catching 


windows like these 











help build a 
friendly personality 


for your 





diamond department 











Eyes on your diamond. Velvet hands 
display diamond rings, under glance 
of masquerade masks in background. 


@ ONE SINGLE WINDOW DISPLAY seldom makes a 
diamond sale. But a consistent program of 
friendly, eye-catching, romantic themes artfully 
shown in your windows will build the kind of 
reputation for your store that will attract the 
starry-eyed young couples who are ready to make 
this important purchase. Needless to say, this 
may be the first of a long series of purchases 
from the jeweler as they establish their homes 
and families. 

Romance alone will not sell diamonds without 
a well-founded reputation for quality and integ- 
rity, but it does set the proper atmosphere. It 
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can tip the scales in your favor. So be sure to 
make tasteful use of romantic themes and mate- 
rials in your diamond displays. The sketches sug- 
gested herewith emphasize the romantic theme in 
varied ways. 


Sketch A—Velvet-covered hands, imported from 
Italy, proudly display your finest diamonds, while 
circular elevations show additional rings in boxes 
or on display pads. Masquerade masks in brilliant 
colors are scattered across the background to key 
the copy slant of ““Eyes will be on your Diamond!” 
The hands are available in three styles, both left 
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and right in each style, priced at $12.50; $17.50 
and $20 each. They are handsomely covered in 
velvet of your color choice. Available from Zaria 
Displays, 434 Sixth Ave., New York. Allow several 
weeks for delivery since they are imported from 


Milan, Italy. 
Sketch B—Golden musical cherubs play the 


Wedding March for this setting of bridal rings. 
(please turn to page 70) 
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Wedding march. It’s played by gold- 
en cherubs. Others in this imagin- 
ative set have fiddle, cello, harp. 


Young love. These figures, durable, 
hand painted and 17” high, can be 
re-employed in many other displays. 


= 9-0 Sle, 
pe — Gas \ 








Fish-like pin has body of jade, fins 
of 18K gold scattered with diamonds. 


Glistening 18K gold flower has dia- From E. Meister Jewelers of Zurich. 


mond petals fringing ruby centers. 
Created by Erwin Pearl of New York. 


The woods, seas 
and fields provide 
Subjects for 

this year’s 


award-winning 


diamond jewelry 


Bracelet features platinum-set dia- 
monds flowing over golden seashells. 
Coleman E. Adler & Son, New Orleans. 


@® JEWELERS from five countries 
were honored for their diamond 
jewelry designs at the presenta- 
tion of the 1960 Diamonds-Inter- 
national Awards Oct. 4 in the 
Waldorf - Astoria, New York. 
(Overhead, in the Waldorf 
Towers, Prime Minister Mac- 
Millan was conferring with Pre- 
mier Khrushchev. ) 

Total design submissions this 
year came to well over 500. 

The great majority of Award- 
winning designs this year were 
in brooches of every conceivable 
variety. Jewelry representing 
foliage was much in evidence. 





Sometimes the “foliage” was 
seared and withered. An exam- 
ple of this treatment was a Ssin- 
gle rose-brown leaf in hand- 
carved carnelian, bearing “frost” 
of sparkling diamonds and small 
pearls. 

Some examples of the leaf- 
and-flower school of design: A 
pair of “sea pinks” with coral 
centers; “blossom ballerinas”’ in 
diamond costumes with heads of 
amethyst and turquoise; a log 
carved from green stone covered 
with trailing vines of diamonds; 
a ring conceived as a twig of 
evergreen bearing powdery dia- 
mond “snow;” a Scotch “thistle” 
pin of diamonds and sapphires. 

For diamond - lovers with a 


Swingin’, swayin’ 18-K gold strands 
dangle from round diamonds on this 
pin. Spritzer & Fuhrmann, Curacao. 


Canadian designers of this ring (Primavesi & Kaufmann, Montreal) describe 
it as ‘“‘a bit of fir tree powdered with sparkling diamonds.’’ The “evergreen” 
is of two-toned karat gold realistically textured to appear quite wood-like. 





Diamonds are juxtaposed in curving and straight lines in this attractive brooch. 
Two leaves of baguettes are concave; a third is set convex. Marquise and 
round diamonds branch from baguette stem. Marianne Ostier, Inc., New York. 


artistry 
in 
dizamonds 


Twisted ropes of 18K gold form the 
shank for ring featuring ‘‘pillows’’ of 
diamonds. Pedersen & Gaum, N. Y. 


“Fabulous frill’’ ring has 24 baguette » 
diamonds around the center stone. 
From Granat Bros. of San Francisco. 
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Over 30 carats of diamonds set in platinum give this bracelet a likeness to Burano 
lace. Set in invisible prongs, the round and marquise diamonds produce a uniform 
flower motif throughout its length. Piece was designed by Calderoni of Milan, Italy. 


gastronomic bent there were 
golden ‘“‘almonds” saited with 
diamonds, diamond-dotted straw- 
berries, and rings like marsh- 
mallows or puffed with dazzling 
white brilliants like popcorn. 
The ultra-sophisticated could 
feast their eyes on a ring of 
“caviar” (black pearls) and dia- 
monds. 

Some of these diamond deli- 
cacies were shown to a nation- 
wide TV audience the next morn- 
ing by Dave Garroway. 

Platinum and gold in abund- 
ance appeared in the Awards 
collection. Much of the latter 
was engraved for texture. A new 
style development in gold is a 
“layer-on-layer” look in which 
tiny segments of the metal are 
arranged like the overlapping 
scales on a flower. 

Another new wrinkle in gold 


These three jewels 
are also pictured on 
our cover. Below: 
‘Shell Song’ earrings 
with Oriental rose 
pearl swept by waves 
of diamonds. Marvin 
Hime & Co., of Bev- 
erly Hills, California. 


A watch is concealed in this ‘skyscraper’ 
bracelet, mounted with staggered baguette 
and marquise cuts. Patek Philippe, Geneva. 


Bird of paradise plumage is suggested 
in this diamond and platinum clip by 
Kenneth Brown Jewelers, La Jolla, Calif. 


Criss-crossing bars of 18-K textured gold with diamonds make a lattice design in this 
Diamonds Awards winner. The ring is wide at the top of the finger and tapers to the 
lower part of the shank. Round diamonds punctuate top of crosses. Zale of Dallas. 





The forest primeval, the whispering pines and the hemlocks seem to have 
been the inspiration for this pin in which curling vines of white gold set with 
diamonds weave a pattern on a tourmaline “‘log.’’ L. Harris Ogden, Ltd., Atlanta. 


was, literally, “rags and tatters,” 
with edges fringed, pinked, 
pointed and picoted. 

This year’s winning jewels 
were produced from designs 
chosen by a Selection Committee 
composed of the following: 

Mrs. Wiley Thomas Buchanan. 
Jr., Washington, D. C., wife of 
the Chief of Protocol of the 
United States; Gaile Dugas, 
women’s editor of Newspaper 
Enterprise Association; actress 
Arlene Francis; Sally Kirkland, 
fashion editor of Life; Mrs. 
Gardner W. Mein, San Fran- 
cisco socialite; Mrs. Earl E. T. 
Smith, socialite and wife of a 


“Blossom ballerinas’”’ have heads of 
amethyst and turquoise. Gold, diamond 
skirts. Lindemann, San Francisco. 





Gem-encrusted kitty has round dia- 
mond head, pear-shaped, diamond ears. 
Made by Fine Jewelers Guild, Dallas. 


artistry 
in 
diamonds 


Chrysanthemum by Nadja Buckley of 
New York blends oval topazes with 
round diamonds set in 18K “rope.’’ 


former ambassador to Cuba; 
Mrs. Jane Troxell Stark, fashion 
editor of Look; and Mrs. Louis 
Werner II, St. Louis social ar- 
biter well known for her author- 
itative taste in fashion. 

The awards presentation is 
sponsored annually by N. W. 
Ayer & Son, Inc., advertising 
agency of New York and Phila- 
delphia. 

Diamond Awards were re- 
ceived by Coleman E. Adler & 
Sons, Ine., New Orleans; Bick & 
Ostor, Montreal, Canada; Black, 
Starr & Gorham, Inc. , New 
York; Kenneth Brown Jewelers, 
Inc., La Jolla, Cal.; Nadja Buck- 


“Sea pinks’ on this pin have hearts 
of coral, studded with tiny gems. From 
Black, Starr & Gorham of New York. 


ley, New York; Calderoni, Milan, 
Italy; Fine Jewelers Guild, Dal- 
las; Granat Bros., San Fran- 
cisco; Marvin Hime & Co., Bev- 
erly Hills; Lindemann Jewelry 
Co., San Francisco; E. Meister 
Jewelers, Ltd., Zurich, Switzer- 
land; L. Harris Ogden, Ltd., At- 
lanta; Marianne Ostier, New 
York; Erwin Pearl, New York; 
Pedersen & Gaum, New York; 
Patek Philippe & Co., Geneva, 
Switzerland; Primavesi & Kauf- 
mann, Montreal, Canada; Sprit- 
zer & Fuhrmann, Ltd., Curacao, 
Dutch West Indies; and Zale 
Jewelry Co., Dallas. Zan 




















De Beers Consolidated Mines, Ltd. 


A gift shell treasure beyond all others 


Today, tomorrow, through the years to come, your gift of diamonds will keep this anniversary alive and 
glowing. Time cannot dim their luster, nor changing fashion make them undesirable. “‘A diamond is forever.” 
This year, let a diamond gift make memorable that special anniversary, or important birthday, 

a debut, the birth of a child, or any significant event. 

A trusted jeweler can help you choose a lovely diamond gift oe 
from stock—a pin, earrings, a dinner ring or bracelet. Or, he can * 
design a one-of-a-kind original. Whether you spend $100, $500 


or more, diamonds give your gift significance, enduring value. 





for 


more 
diamond 


saves DIAMOND 
GIFT 
BOOKLET 


Use this booklet — promote your 

diamond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 

to customers and prospects. 


This handsome, interesting 24-page 

booklet, ““You Can Give Her Diamonds,” 
promotes the idea of giving diamond gifts for 
important family occasions. It emphasizes 
the enduring emotional significance and the 
enduring value of diamond gifts, and it 


gives ideas and information on choosing them. 


Use this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks on 
your counters to give away. Enclose it 

with your bills. Plan special mailings to 
new prospects — business executives, 
professional people, both men and 


women—in your city. 


Cost for the booklet is $7 per hundred. 

For your imprint, add $3.50 for first hundred 
and $1.25 for each additional hundred. 

If your store is in New York City, add 3% 

sales tax. Order from Diamond Promotion 
Dept., The Reuben H. Donnelley Corp., 

230 East Sandford Blvd., Mount Vernon, N. Y. 


Please enclose check or money order. 


Advertising promoting the Engagement Diamond 
Diamond Gift advertising (shown opposite) is promoting Tradition is working for you in The Saturday 
gift sales for your diamonds in Time, Newsweek, Evening Post, Look, Reader’s Digest—tie in—keep 
The New Yorker, Town and Country, National Geographic diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 





NEW STAR STONES 
BREAK WITH TRADITIO 


@® A NEW CROP of man-made star stones has come 
onto the market in time for jewelers’ Christmas 
business. 

The new Linde white star, introduced last 
August, has received the major share of publicity. 
Less well known and less costly are a whole series 
of star doublets in synthetic sapphire, synthetic 
ruby, and glass. These fall into an intermediate 
price range, costing less than the fine Linde stars 
but considerably more than the imitations of the 
past. 


No Natural Precedent 

First, a look at the new Linde stone. After 
many years devoted to the perfection of synthetic 
star rubies and sapphire, Linde now turns to an 
interesting innovation: the production of a stone 
unknown to nature, which, therefore, is not an 
imitation of anything. The timid jeweler feared, 
for years, that the public would not accept so ex- 
pensive a man-made stone; Linde thought it 
would. After a slow start, Linde stars are now an 
important item in the jewelry trade, but till now, 
they have been reproductions of natural stones. 

The new white star has great fashion appeal, 
even though it lacks a counterpart in nature. Pos- 
sibly people have bought and worn red and blue 
stars in the hope that they would be mistaken for 
natural, and far more expensive, stones. But this 
hope cannot create a market for the white stars. 
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by Dr. Frederick H. Pough 
JC-K Gemological Consultant 


Recent 
developments 


in synthetic 


and simulated 
asteriated gemstones 
offer colors, 

types 


not found in nature 


The success of the white star means that the pub- 
lic is becoming more concerned with the beauty 
of interesting and phenomenal stones and less con- 
cerned about fooling someone into thinking that 
it is wearing some fabulously expensive gem. 

The making of the white star probably was no 
great trick. We know that iron and titanium to- 
gether make the blue of sapphire and that the 
excess of titania added to the growing boule goes 
into the star-making rutile needles. So what will 
happen if we omit the iron? Obviously, no blue, 
so no sapphire, and we end up with a white star, 
filled with needles, but lacking in color. 

The other new stars, the doublets, represent a 
whole new line of star-stones in a color range to 
suit all tastes, and they have been promised in a 
complete synthetic birthstone star series. Al- 
though “star topaz,” “star aquamarine,” or “star 
amethyst” are not known in nature, these doub- 
lets will doubtless appeal to buyers. Each shows 
a floating, moving star. This is another sign of 
how far we have broken away from the Old World, 
where even now there is little interest in stars, 
much less in synthetic stars, and probably still 
less in a synthetic doublet that shows a star. 


Stars of the Past 
Before seeing what they are, let us briefly re- 
trace some of the history of man-made stars. 
(please turn to page 78) 
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HARRY WINSTON, 


Never stops working 
tor YOU 


Around the clock, the Winston 
organization never stops working in 





your behalf. 





Our new _ building, , specifically 
designed a provide bigger and 
better facilities, is now serving the 


i \ A 
growing needs of our customers. 


More and more volume loose diamond 
buyers are looking to Harry Winston, 
Inc. for their diamonds, because... . 


ONLY HARRY WINSTON, Inc. 
OFFERS YOU..... 


fee [he world’s largest diamond, inventory 
of sizes, cuts, colors and EXCLUSIVE 
QUALITIES. 





f—~ Diamonds that are cut and polished 
™ in our factories assuring you the most 
advantageous prices. 


Age Expert personnel to help YOU with 
™ YOUR diamond and_ merchandising 
problems. 








A call will bring you 
prompt — eye-opening — Action! 





Entrance for Loose Diamond Division—W: 56th St. 





PO 718 FIFTH AVENUE, NEW YORK 18, N.Y. 
= te Circle 5-2000 
_+ 


— 
‘ 


HARRY WINSTON. hy successes 


} { 448 SO. HILL ST., LOS ANGELES, CAL. 





Architectural > *+™ 
Approach to the 


“Traffic Problem” 


Physical separation of jewelry 


from giftwares departments results in bigger 


profits for each section 


@ A belief widely held by the retail jewelry fra- 
ternity is that John and Mary Doe are prone to 
the embarrassment of riches. 

The Does, so the theory runs, get moist of palm 
and dry of throat in the presence of precious 
stones and metals which are beyond their means, 
thus making it wise for the jeweler to sugar-coat 
the image of himself as an unapproachable East- 
ern potentate with a folksy overlay of ashtrays, 
greeting cards and gift items. 

There may be something in the theory. Wit- 
ness the English public house in which for cen- 
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Separate dcors seem to indicate separate 
businesses. Door at right opens into a popu- 
larly priced gift shop; door at left into a 
jewelry store. Actuaily, as the chart shows, 
it’s all one store; the two sections are con- 
nected at the rear. Gift shop, a success 
in its own right, builds traffic for jewelry. 


turies the drinking arenas have been divided into 
“public” bar and “lounge”; the first, with its 
slightly lower prices, woos the horny handed 
laborer; the latter draws the businessman, pro- 
fessional or landowner. 

Rominger Jewelry Co., Inc., which operates a 
successful three-store chain in southwestern 
Nebraska and Colorado, incorporates the theory 
architecturally in its nearly identical stores, and 
both Mrs. Gotrocks and Mary Doe seem well 
pleased. 

Prototype is the headquarters store in Sterling, 
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FLOWER OF PRECIOUS JEWELRY 


"Here are jewels of superlative design 
fe and unexcelled craftsmanship... 
_ inviting the consideration of the most 
~ disériminating clientele in your community. 
Sell this ever-expanding market. 
Make the House of Heyman your prime 
source for original concepts in precious 
stones... platinum ...and unique 


recreations of rare jewelry pieces. 


Oscar Heyman & Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 


_ Necklaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy Rings—$175 and up; Brooches—-$275 and up; Earrings~$250 and up. 


t 





Col., which at first glance seems to be two sepa- 
rate jewelry stores side by side, each with its 
own entrance. 

Though it is, in fact, a single store, a parti- 
tion extending from the front windows nearly 
to the rear adds to the impression of “‘apart- 
heid’’; this impression is reinforced by the differ- 
ence in merchandise displayed in the two halves. 

The right half is the “traffic” section, carry- 
ing merchandise designed to appeal to those 
browsers who might feel ill at ease amidst jew- 
elry unless they had a specific purchase in mind. 
In this half Rominger displays china, glass, cos- 
tume jewelry, gifts of all sorts, and miscellaneous 
housewares. 

The left half is devoted mainly to fine jewelry; 
handbags are sold in both sections—moderately 
priced bags in the right, more expensive ones in 
the left. 


It Works 


Owner Ray Rominger, who devised the “split 
personality” design for the store, explains it 
thus: 

“We feel that the giftwares department, sepa- 
rated from the jewelry store proper, gradually 
builds up the habit in women of stopping when- 
ever they are shopping downtown. Once they be- 
come used to visiting this side of the store, it 
isn’t hard to get them into the jewelry side. When 
they are thinking of purchasing jewelry, we have 
the advantage of already being familiar to them. 
And, of course, plain curiosity often brings a cus- 
tomer from the gift side over to the jewelry sec- 
tion.” 

With understandable satisfaction, Rominger 
adds: “It has been working out that way for 
more than 20 years.” 

Stress on their differences should not obscure 
the similarities between the two sides of the 
store. Display cases and fixtures are of the same 
style and construction in both sections. So is the 
quality of the service—the same counter in the 
rear of the store makes arrangements for de- 
livery, time payments, etc. for both the person 
who buys an inexpensive gift and for the one 
who buys a $500 watch. 

On the other hand, emphasis in the gift section 
is on self-service, most of its merchandise being 


. 


Top: Traffic-drawing gift section features pottery, glass, 
china and a large selection of costume jewelry, some at $1. 
Center. Flatware is displayed at rear of U-shaped, two- 
entrance store. It’s visible from selling areas on both sides. 
Left. Jewelry half of store draws traffic from two directions. 
Some comes from its own front door. But more approaches 
from the rear, which links up with the popular gift section. 
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THE FINEST IN PRECIOUS GEM JEWELRY 


ba ig 


FOR OVER 
S50 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co., Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 
On Bedford Road in Pleasantville, N.Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y 














to enhance your reputation 

as a quality. jeweler — ' 
feature the leading >. 
nationally advertised. brand \=zums 


% SIMULATED PEARLS 
), 34 CULTIQUE SIMULATED PEARLS 


» 


% 


| “> CULTURED PEARLS : 
| | ' 
uf a\* BEAUTIFULLY GIFT PACKAGED 


sold thru 
jewelry 
wholesalers 


write for catalogue 


| PEARLS BY DELTAH INC., PAWTUCKET, RHODE ISLAND 


Sales Office: 9 Rockefeller Plaza, N.Y.C-; 





within easy reach of the customer, who can ex- 
amine it at will. 

Rominger has a sales force of nine, two of 
them being “floaters” equally at home in either 
department. The remainder are specialists in 
various types of jewelry and giftwares. 


The Twain Shall Meet 


The “floaters” are a valuable link between the 
two departments. If there is some correlation be- 
tween the gift merchandise a customer has pur- 
chased and jewelry, the “floater” invites the cus- 
tomer to inspect the relevant jewelry in “the 
other side.” 

The giftwares side of Rominger’s attracts up 
to 10 times as many customers in a given day as 
the jewelry side and serves as a “feeder” for 
the latter. 

“We are attracting customers (with the gift- 
wares side) whom we would probably never have 
seen otherwise,’ Rominger says. “And many peo- 
ple who know we carry inexpensive items in one 
side of the store find when they visit the jewelry 
side that there isn’t really such a vast gulf be- 
tween the prices in the two sections. We have 
many impulse sales from customers who came 
in the ‘right’ side to buy a $5 handbag, and, leav- 
ing through the ‘left,’ become entranced with an 
expensive watch.” 

Once Jane Doe has made a purchase in the low 
ticket giftwares side she naturally feels she has 
“paid her way” to unlimited browsing in the 
jewelry side. 


At Rominger’s the “apartheid” tends in the 
long run to become “togetherness.”’ Zag 


RING DISPLAY 


(continued from page 55) 


An enlargement of the sheet music of one of the 
wedding marches is tacked against the background 
with swags of colored ribbons and clusters of 
orange blossoms. The cherubs, which come in a 
set of five charming poses and are. available sepa- 
rately, measure approximately 8 inches in height 
and are priced at $25 each from Puddu & Mar- 
tinelli, 149 Mercer St., New York 12, N. Y. 


Sketch C—A romantic couple in old-fashioned 
dress top a pyramid of diamond rings in this 
setting against gracefully draped swags of color- 
ful fabric. The figures are made of hard rubber, 
hand painted in attractive colors and would be 
useful in many ways. They measure 17 inches in 
height and are priced at $15 for the gentleman; 
$16.50 for the lady with her parasol ($15 with- 
out parasol). They are available from Puddu & 
Martinelli, 149 Mercer St., New York 12, N. Y. 

Bae 
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Every Baumgold operating procedure, from purchase of the finest rough to finished diamond, 
is done with only one aim in mind—to furnish you with the highest quality diamonds you 
demand and the service you require. That is why so many leading diamond merchants have dis- 
covered the extra value in featuring Baumgold’s Circle of Light and/or Jager Blue Diamonds. 


q 580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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(Advertisement ) 
originals make money... 


Jewelers Have 
New Profit Source 
in Custom Designs 





One-of-a-kind designs in rings, pins, ear drops or other 
precious jewelry have lately become an important new 
source of income for many dealers. With original de- 
signs to offer you are set apart as the one to whom the 
community turns for the freshest and smartest in 
jewelry. You are the man who can provide the answer 
to the often difficult question of what to select for that 
important gift that must be different. To gneet a rising 
demand for custom designed jewelry, the Schumer 
Brothers’ Company of 
Cincinnati has recently 
made its services available 
to jewelry dealers every- 
where. 

Each Schumer original 
is literally an exclusive 
and unique design. The 
design is submitted in art- 
work with the inscription: 
“Created expressly for 
(your customers name) 
by (your name).” The 
original art is returned with the completed job as a 
record to be kept by dealer or customer. 


No Guesswork 


Schumer designs and craftsmanship are the results of 
over 50 years of custom experience and acceptance. 
Service on all Schumer special orders is fast and accu- 
rate with several features intended to please both dealer 
and customer. For instance, Schumer pays the postage 
both ways on all orders including the transmittal of 
both artwork and finished piece. Rings will be person- 
alized with the dealer’s or customer's name stamped 
directly on the shank, at no additional cost. All work is 
guaranteed by Schumer, dealing exclusively in custom 
jewelry and not in repair work. 

Schumer has taken the guesswork out of special 
orders and put profit in. Now they are providing an 
important source of new business and wonderful oppor- 
tunities for merchandising. 

Nothing is more appropriate nor more greatly treas- 
ured than a really unique piece of jewelry. It's a won- 
derful item packed with sales potential for you... and 
it can be had for surprisingly modest cost. Write for 
details today: Schumer Brothers, a division of Traub 
Manufacturing Company, makers of the famous Orange 
Blossom Diamond Rings. 

SCHUMER BROTHERS COMPANY 
329 EAST EIGHTH STREET, CINCINNATI 2, OHIO 
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@ Realistic Approach: Different jewelers have 
different ways of coping with the problem 
presented by low-priced, pin lever watches. 

One of the more effective ways is illustrated 
by Ray Rominger, owner of three jewelry 
stores in northeastern Colorado and southern 
Nebraska. 

In each store Rominger has set up a special! 
“under $20” watch department situated well 
to the rear and separated by considerable 
distance from the department where more 
expensive watches are sold. 

Customers are shown the “under $20s” 
when it is obvious that, rather than buy a 
auality watch, they will buy none; or when 
they specifically ask to see inexpensive 
watches. 

In the latter case, Rominger makes “at 
least one attempt” to get the customer bound 
for the low-priced watch department to look 
at better watches. In many instances, these 
attempts succeed. And even if they don’t, 
Rominger reasons that it is better to sell an 
inexpensive watch than to lose the sale to the 
drugstore around the corner. And the “under 
$20” department is well known throughout 
the trading area; pin-levers sold at Romin- 
ger’s are gift-packaged and gift-wrapped. 


@ Read-in Business: Nearly every office 
worker has an idle moment or two during 
the day when he or she feels a yen to peruse 
for a few moments reading matter not con- 
nected with the job. 

The downtown jeweler, surrounded by of- 
fice buildings populated by thousands of 
white collar workers, can turn that coffee 
break reading time to good account by tak- 
ing his cue from Smith and West, jewelers 
with two downtown Philadelphia stores. 

Smith and West reckoned that office work- 
ers would be a ripe gift market if a direct ap- 
proach was made. Turning thought into ac- 
tion, they put in a line of gifts from $1 to 
$50, purchased discriptive booklets from the 
wholesaler at 6%¢ each and had them de- 
livered to every employee in the surrounding 
buildings a few weeks before Christmas. 

Firing their sales message point blank at 
their next door neighbors brought the latter 
into the two stores in droves. Says Mr. Smith 
of his wholesale booklet approach to office 
workers: “The results were most satisfactory; 
we consider this very reasonable advertis- 
ing. Many people who did not know of the ex- 
istence of the store came in; many bought 
gifts, some bought jewelry, and many new 
friends were made for the two stores.” 
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Reprinted from the editorial pages of May Vogue 
Copyright 1960, The Conde Nast Publications Inc 
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every month 2s the month for selling 
... that’s the Imperial Idea! 


There’s an R (for Rousing success) in every month you 


promote Imperial Cultured Pearls... America’s foremost name in 





























fashion in cultured pearl jewelry. = = 


IMPERIAL PEARL SYNDICATE, INC., wor/d’s /argest se//iers of the world’s finest cultured peari/s 
NEW YORK: 681 Fifth Ave. © CHICAGO: 5 N. Wabash Ave. « DETROIT: 914 Michigan Theater Bidg. « BEVERLY HILLS: 9441 Wilshire Bivd. * TOKYO: 45, Akasaka Shinsakamachi, Minato Ke 


JEW F/ - = J * f S = AJ f V F MBER 1960 








a 4 
o% 


ps Capea, Sasa, 





$ - 


: if 


More where they came from! This trophy-packed display cabinet is only a portion of the space jeweler 
Jim D’Ambrosca devotes to trophies. It rewards him with annual sales of over $14,000 in that line. 


Display Transforms 
Sideline into Main Line 


Jeweler hits trophy jackpot— ® TWO AND A HALF YEARS’ experience has shown 

me that trophies, which many jewelers consider 

150 per cent yump in sales in a sideline, can be a very profitable staple. In our 

store they produce an annual sales volume of 

better than $14,000. They are our third largest 

volume line, ranking next to bridal and birth- 
stone rings. 

When I first started business back in 1949 I 

By JIM D’AMBROSCA never dreamed I’d do much business in trophies. 

of Garden City Jewelers, Inc. Then, in late 1957 when I moved into a larger 

RECOM, aE. f store in the Garden City Shopping Center, I 

played a hunch! I started to push trophies. 
Extra effort would boost trophy sales to some 


one year—by showing his wares 
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Advance Design 
Trophies 


ELECTED 


by Jewelers 
Everywhere! 


Arlen’s trophy craftsmanship at 
its best is demonstrated by this 
pre-view of trophies and prac- 
tical awards for 1961. Quality 
materials, precision workman- | 
ship, combined with Arlen’s ex- st Stine List Prices: 
clusive “Rich-Glo” figures cre 61RCA/4 15/2” $10.00 61TSA/2 24” $18.00 
ate for you and your customers 61RCB/4 16/5” $10.50 61TSB/2 25!” $18.50 
a new world of superb trophies, 61RCC/4 17!” $11.00 61TSC/2 27” $19.00 
List Price: and at prices that will amaze 
619/34 22” $19.25 your customers and give you 
handsome profits! 


New York—MAin 5-4630 
New Jersey—PLainfield 7-4500 
TROPHY CoO., INC. 


68 Brook Avenue, North Plainfield, N. J. 
WORLD'S LARGEST SELECTION OF TROPHIES AND PRACTICAL AWARDS 


























TROPTIBS csousin 


THE BIG PROFIT LINE 


Aa 
A A \ 
In addition to a complete \s | | \ 
line of standard awards, TC 
R. & L. maintains a staff of 
skilled artists who will design 
to your order any special 
awards your customers may 


ask for. 


WRITE FOR BIG y > 
NEW CATALOG IN xe 4 
LIVING 4 COLOR )) 


R. & L. MANUFACTURING CO. 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 
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Selections 


of Fine 
TIMERS 
GALLET 

GALCO 
SECURITY 
GUINAND 


RACINE 


CHRONOGRAPHS 


“RACINE 


For over 70 years RACINE has set the 
standard of QUALITY in dependable 
Timers and Chronographs—for use in 
industry, science, research, sports and 


communications. 


Features of GALLET 
and GALCO Timers: 


e NIVAROX Hair Springs 
GLACIDUR Metal Balances 


CHROME Finish, Hinged 
Nickel Cases 


ANTIMAGNETIC 


7-JEWEL Lever Movements 
(none stronger made) 


Complete stock of materials and 


ports for all 


models 


in our lines 


Write for new Catalog JC-9 


JULES RACINE «company, Tt 


20 WEST 47th STREET, NEW YORK 36 











SELLING ANY CANES LATELY? 


When a customer puts you on a “‘spot’’ by 
asking if you sell canes, do you know where 
toturn to meet his request? The easiest way 
for you to locate a cane supplier is to turn to 
page 89 of the JC-K Jewelers’ Directory Issue. 
This way, you'll identify a cane supplier, you'll 
make the customer happy and you will save 


a Sale. 











or BUILDERS! 

















MASONIC KEY 
CHAIN—| in. diam. 


Your Cost—$15.00 per 
100 Minimum order 
Mixed orders accepted. 
Space on back to en- 
grave name, lodge, etc. 


Also available — Elk, 
Shrine, Eastern Star key 
chains, $15.00 per 100 
—may be asst'd 


All coins gold-plated 
bronze Newspaper mats 
furnished Each can be 
advertised for 49¢ or given 
free with other purchase. 
Promotional possibilities 
unlimited! Terms: 10 days 
net to rated jewelers 
Others, cash with order 
F.0.B. Nashville. (3 Ibs 
per C.) Postage prepaid 
if check 
order. 


accompanies 


Special Order 

Coins & key chains for 
anniversaries, commenda- 
tions, dedications 


GOLDNER ASSOCIATES 


| VA in. Dia. 


MASONIC 
COIN 


Cost to You $10.00 per 
100. Minimum order. 
Mixed orders accepted. 
Space te engrave lodge 
name, number and date 
of degrees. 

Box 2703, Dept. J-11 

Nashville, Tenn. 





| something in the trophy line, we had it. 





extent, I assumed. But I was really amazed at 
how those sales went up—150 per cent in a single 
year, against a store-wide increase of 5 per cent. 


Displays Turn the Trick 

Why did those trophy sales suddenly zoom? 
That’s ne secret. I’d say it was due almost entirely 
to bigger in-store displays. 

3efore moving into the new store I had limited 
display space. I showed only single units of the 
best selling trophies. Now I have 85 shelf feet 
of display devoted to trophies, room enough to 
show my entire line, including multiple units in 
each number. 

Actually we offered the very same trophy mer- 
chandise in the old store. But customers didn’t 
know it; probably they didn’t care, because our 
trophy display was so small they weren't even 
conscious that we sold them. 

It took these large, permanent displays to 
sell the merchandise, to put our store across as a 
headquarters for all kinds of trophies. 

If you want to get the trophy business, my 
advice is to go all out for it; get into it in a big 
way or stay out of it entirely. Sports people want 
to see a big assortment at different price levels— 
we carry trophies ranging from 50¢ to $75—and 
they want fast service, too. Most of the bowling 
leagues and other sports groups award trophies 
at their annual dinners. Sometimes this means a 
last-minute rush order. We get a lot of these rush 
orders because we have the merchandise on hand 
when it is wanted, and we do our own machine 
engraving on the premises. 

Price talks in the trophy business. League buy- 
ers shop around. To get the best deals for my 
clients, we buy in the summer months when the 
factories don’t have so much business, and this 
means we can usually get a better price. 

Though we buy from several sources, we find 
it worthwhile to place the bulk of our business 
with one company. Keeping in contact with vari- 
ous manufacturers, we place our big orders with 
the one who gives us the best deal, getting an 
added price advantage from volume buying. 

Bowling leagues are our biggest customers. 
Though most of our unit volume is in the $5 to 
$8 price range, we handle special orders for much 
more expensive trophies. 


One League, Many Trophies 

A single 12-team bowling league represents a 
sizeable chunk of business (we have made single 
sales of over $500). For leagues of this size a 
normal order is for 40 to 60 trophies. 

Advertising and mailing helps, of course, but 
the thing which really put us on the map as a 
trophy specialist was simply displaying our 
wares, showing the public that if they wanted 
a 














Originally established 1866 


Kahn-Jacobson , [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone CIrcle 65-4313 
82/34 Holborn Viaduct, London 
Cable Address: “Redlace’’ New York 

















Over 40 Years of Service to Leading Jewelers 





_ Fine Precious Stones 


Mees 





Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes.. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 
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O10 FIFTH AVENUE. Rockefeller Center 
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“What are you worrying about... 
it’s a Fllex-Let Band! Ain’t it?” 

















STOP 
losing sales on 
a high-profit item! 


START 
making 
money on 


Why poss up stopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO 
CLEBAR WATCH COMPANY, 15 W. 44th St., 


Rush full information, catalog and wholesale price list. 
No obligation, of course. 
Nome 
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Zone State 


City 


hase saonsenaaneseaneeenanwneaammaama 





78 





NEW STAR STONES 

(continued from page 64) 

First we had an imitation star sapphire, made 
about 1930, in which the star was actually incised 
in the back of a low cabochon stone. There is no 
doubt that it was a synthetic sapphire and that 
it showed a star—but you’d best stop right there. 
It didn’t sell well, and today it.is difficult to find 
one. 

These stars, or similar ones cut in glass, didn’t 
move as the light changed. They brought on the 
edict that imitation stars could easily be distin- 
guished from natural ones by the fact that imita- 
tions had fixed stars. This distinction didn’t last 
long, however, for soon afterwards someone in 
England figured out a way of doctoring a natural, 
though non-precious. star to make it more saleable 
and attractive. 

Asterism is not limited by Nature to one sub- 
stance nor to one method of production. Rose 
quartz was long known to show a star when prop- 
erly cut, but then it was so clear one had to look 
at it from the other side. Why not back it with 
color? No sooner thought of than tried, and it 
worked. The only trouble was, and is, that a truly 
unremovable paint does not exist. Enamels and 
paints were tried, mirrored surfaces above color 
were tried. The stars were excellent; some really 
beautiful stones came out; but they have two 
faults. Seen through the side (and they are al- 
ways cut as very high cabochons so one can), they 
are colorless, and slightly cloudy. From the back 
one sees a most unnatural layer of paint. 

Testing is very simple, the paint on the back 
can be removed with a sharp knife. The star 
comes from a reflection on the polished back of 
the stone, and one usually can see a second, weaker, 
pink-centered parallel star, that represents a sec- 
ond direct reflection. These stars are still being 
made and sold today, but they are probably on the 
wane in the light of later developments. 

Next, historically, were two developments, both 
using synthetic corundum material, but creating 
their stars in different ways. The mineralogical 
approach was taken by Louis Moyd, a consulting 
geologist. Working in Canada, he had become 
familiar with a type of mica that transmits a 
star when a point of light is seen through the 
sheet. He reasoned that a hemisphere of clear 
material placed on the mica would reflect a six- 
rayed star. Sure enough, it did, and the mica, 
called phlogopite, had a bronzy look that enhanced 
the reflections. Once again we find microscopic 
inclusions that cause the star, but these crystals 
are very much coarser than those in either the 
natural stars or the rose quartz. 

Mr. Moyd’s invention never really got off the 
ground. For one thing, he didn’t have the epoxy 
resin cements that have been developed in the 
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“MINEA” — Order No. 283 10K White or Yellow G.F. $10.00 Key 


Still 
Finest 


“AMURRA” — Order No. 284 10K White or Yellow G.F. $11.00 Key 








“TAIA” — Order No. 256 10K Yellow G.F. Only $12.00 Key 


ARAB WATCH ‘37st 
BY ADMARK 

This colorful and exciting bracelet-watch attachment is fast becoming a sales- 

leader wherever shown! Scarab originals by Admark are often copied, but 

never equalled. Superbly crafted with first quality European semi-precious 

stones and hand-soldered links. Admark alone helps you 

build profitable scarab business with these promotional 


aids: the world’s largest scarab bracelet (32” long, 
7 encore valued at $1,000); newspaper mats; leaflets and display 





— “ cards. Order now—for immediate delivery!  « 
> Retail 00 The most comprehensive 
* - $84.65 Mey selection of scarab 
333 jewelry in America, in 
ie FILL-INS SOLD IN 14 Kt. Gold, 12 Kt. Gold- 
ANY QUANTITY filled of Sterling. Also 
disc jewelry, Money 

_ WAlnut 2-2356 


Clips and idents. Write 
714 SANSOM STREET, PHILADELPHIA 6, PA 


Copyright 1960 Admar for Catalog today! 
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FLEXIBLE CARNATION...Life size blossom, mobile petals, 100 
carats of diamonds in platinum. It closes to a bud and opens to a 
full blown flower...and Surprise...it is permanently scented... 
U.S.A. 
winner 1960. 

14 East 75th Street, BUtterfield 8-4211 


Award and again Diamond International Award 
$40,000 retail Fed. Tax Incl. 


Diamond 


WIN 


WITH 


FOOTBALL CHARMS 


> 
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ACTUAL SIZE 


You can be the big winner in the athletic 
banquet season by selling charms to the many 
champion teams. Build for permanent 
leadership in this field with Fisher quality, 
in Sterling, Gold-Filled, Rolled Gold Plate, 
and 14k Gold. Always through wholesalers. 


Catalog on request 


J. M. FISHER COMPANY °« Attleboro, Mass. 





past few years, so he had trouble getting the back 
to really adhere. Secondly, the star was not very 
bright and was visible only in a very good light. A 
third reason was that at about this same time a 
local manufacturer placed on the market a similar 
stone on which he had simply scratched the back 
in a series of fine lines, arranged according to the 
three directions of a star. Reflections from these 
scratches on the back gave the stone a weak star 
but they were, like Moyd’s, hard to see. Mirror- 
plating of the back improved the brilliance, but 
the mirror had little inclination to remain on 
through the vicissitudes encountered by a ring 
stone. So this, too, soon disappeared from the 
market. 


Enter Linde 


It was about this time that Linde 
their success in duplicating the stars of Nature, 
though at a much greater cost than any of the 
others. The jewelers and the manufacturers were 
content to sit back and let Linde carry the load 
of popularizing man-made stars now, and all the 
other imitations, except the perennial rose quartz 
enamels, disappeared. Gradually Linde has cre- 
ated an acceptance and a demand for star stones. 

Now that there is a real demand for stars, the 
ingenious mechanics of the trade are coming back 
into the picture. Some of their work appears to 
be durable, beautiful, and salable at a price that 
expands the market far beyond Linde’s potential. 
without harming Linde’s own sales. 

The new doublets are colorful and show an un- 
mistakable star even in weak light. At the same 
time, the star is so different from the Linde star 
that there is no danger of confusion; they will 
always be identifiable at once for exactly what 
they are, synthetic ruby or sapphire (or spinel) 
star doublets. 


announced 


Brighter, Stronger Doublets 

They differ from the older imitations in sev- 
eral ways. For one thing, they are more brilliant 
and colorful and have a sharp, colored star. (The 
Linde star appears white or near white, in a 
colored background.) The top is low, and this 
probably explains the brilliance. The earlier imi- 
tations used very high cabachons that put too 
much thickness of ruby material between the light 
and the star-creating reflections. The new stars 
also wear better than older imitations because the 
lower top is less likely to be damaged. 

Two different types of doublet stars are on the 
market, both manufactured in the U. 8S. from ma- 
terial cut abroad. In one the back is an opaque, 
almost ceramic-looking material, very hard, and 
almost as thick as the top of the stone. When one 
views the doublet from the edge, one can see a 
metallic girdle, which is presumably the edge of 
a shiny reflecting surface within the stone. At- 
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The Original... 
One-And-Only 
In The Popular 
Price Range 


*XADJUSTABLE END 
Adjustable Length 


*FOSTER-MATIC PLUS 


mehictahicte 


ADJUSTABLE! 
Se 1/16". 3/4” 








Fits Every Watch 


Fos BOTH WAYS! 


Watchband Fits Every 
Wrist 





Ask your wholesaler to show 
you the NEW complete Bristol 
Line of low priced watchbands 
from $1.70 up (Keystone). 
Manufactured by Foster Metal 
Products. Order through your Just 


wholesaler. 
Press In 


100% AMERICAN MADE The Ends 


PAST 
MASTER 
RINGS 


Handsomely fashioned in 
14K vellow sold with white 
gold top emblems, these 
rings are a fitting reminder 
of past Masonic honors. 
Some are set with fine qual- 


ity diamonds. 


Buttons and Charms 


also available. 


Wrerrertine EP eae <i 


MEN™MBER AMERICAN GEM seocieagrTty 8S ROSE STREET, NEWARK 8, N. J. 


JEWELERS' CIRCULAR-KEYSTONE, NOVEMBER 1960 





LINDE 


‘Linde’ is a registered trademark ef Union Carbide Corp. 
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Beauty of design and 


magnificence of the Linde 


Synthetic 


Star Sapphire 


combined in precious 14K 


white gold, accented 


fine diamonds. 


4 Ring Mfg. Co., Inc., 


Buffalo, New York. 


slelatcmeveit 


‘Linde’ *Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 

they match the perfection 


of natural star gems. 


Your inquiries are invited. 


CHARLES F. WINSON 


S80O FIFTH AVENUE. NEW YORK 
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Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Aisan Mfg. Co. 
Axel Bros., ine. 
Beckerman & Lerner 
Belenky Bros., ine. 
Bickson, Ine. 
M. Boner Company 
Botell Ring Co., Ine. 
J. L. Brandt Co. 
Bristol Seamless 

Ri ” 
Ceronet Jewelers 
——- & Sons Jiry. Co. 


ne 
D’Esposite Bros. 

E. S. Feinstein & Ce. 
Flyer Brothers 

Harry & Ben Frackman, 


ne. 
Gevertz & Co., Ine. 
HM. Glaser Co. 

Goldstein-Gerson Co. 


aven Ring Co. 

rvring Co. 

Kaha & Co. 
coke Kaplan and Sons 
ay Koppel Ring ~_ 
K. K. Jiry. Co., Ine 
a Ring Corp. 
Perke! & Klein, Ine. 
Aaron Perkis 
Samuel Platzer Co., Ine 
8 & M. Jewelry Co. 
David Sarkin, Ine. 
William Schneider 

man & Donchi, Ine. 


tf Hamburger Co., 


Wax & Skoinik. Ine. 
J. R. Wood & Sons, 


BUFFALO, N. Y. 
The Bock-Lewis Co. 
M. A. Reich and Co. 
Star Ring Mfg. Co., Ine. 
CHICAGO, ILL. 
Emil Braude & Sons 
Hart Ring Co., Ine. 
Hirech and Oppenheimer 
A. Lewin & Co. 

arry Rotter 
Fred Seltzer Co., Ine. 
Stein & Elibogen Ce. 
INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI, FLORIDA 
Louls Lang & Co. 


MINNEAPOLIS, MINN. 
Ostbye and Anderson 
Ring Specialty Ce. 

8ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 
Fratianne Mfg. Co. 
1. Goodman Mfg. Oc. 


Swirsky Bros., Ine. 
The Victor Corp. 
PENNSYLVANIA 
Byard F. Brogan 


PROVIDENCE, R. 1. 


Anson, Ine. 
Dolan & Bullock Ce., Ine. 
J. J. White Mfg. Ce., Ine. 


NEW JERSEY 
Aeme Ring Mfg. Co., Ine. 


-» tne. 
Jones & Woodland Co., Ine. 
Larter & Sons, Ine. 


CHATTANOOGA, TENN. 
John Ullenberg, Ine. 


Worldwide Distributors 
COLUMBUS 5-2656 











tempts to separate the components generally re- 
sult in breaking the stone in two the wrong way, 
so firmly is it welded together. 


Basement Innovators 


A second and similar stone is made by another 
cellar mechanic (one has a feeling that these in- 
genious doublets are more likely to be made by 
one man working alone than by a large company, 
and, after all, the market is still relatively small) 
who has added more variety to his product. The 
back of this stone is a white, shiny surface, but 
not metallic. In addition to stars, this gentleman 
makes very brilliant catseyes, presumably by the 
same method that he makes the stars, but elim- 
inating two of the rays. 

There is little choice between the two stones. In 
the second, the star is perhaps not quite as sharp 
as in the first; otherwise they are about the same, 
allowing for the difference in the synthetic ruby, 
sapphire, blue spinel, or glass top. In this second 
case there are some glass tops, particularly in 
the “Spanish Emerald” color, which cannot be 
made in a synthetic. Adhesion is again remark- 
able and the stones are more likely to break than 
to separate along the point of union. Of course 
the glass doesn’t have the durability of the corun- 
dum-topped stones and one regrets its appearance 
beside stars of true synthetic materials. 

These doublets are attractive, durable, and 
novel. It will be interesting to watch their career. 
The writer wishes to express his appreciation to 
the Wm. V. Schmidt Co., and the International 
Gem Co. for their cooperation in supplying the 
new stones for the examination, and to Mr. Leo 
Nathan for the old synthetic “star” sapphire. 
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Yankee Clocks 

When the first shipment of American clocks ar- 
rived in England in 1842, an official quickly con- 
fiscated it. He figured those Yankees were up to 
something. The valuation they had put on the 
cargo was much lower than the price of English- 
made clocks. Obviously the Yankees were trying 
to chisel on the customs levy which was based, in 
those days, on the declared valuation of the cargo. 
So the outraged official ordered the timepieces 
seized. He’d show them Yankees! He’d pay them 
what they said the clocks were worth! Plus 10 
per cent as provided by the King’s own law. But 
the Yankees came out on top. Those timepieces 
had been declared at a sale price which the New 
England manufacturers believed fair: $5 apiece. 
That 10 per cent extra was more than the Amer- 
icans had expected to earn. 
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C5090 now presents 


‘LINDE’ STARS in 
MEN’S 14 KARAT GOLD JEWELRY 


Mysteriously gleaming stars dancing in softly colored gem- 
stones . . . something truly unusual which will fascinate your 
customers. Makes trading-up so natural, so easy. Available 
with either ‘Linde’ Star Sapphires or ‘Linde’ Star Rubies set in 
elegantly florentined yellow or white gold. New Anson originals 
—ideal for your Christmas business. 


Cuff links $76.50 Tie slide $34.50 Tie tack $25.50 


Left: CLASSIC DESIGN IN 14 KARAT GOLD 


Splendidly simple, always in good taste. Choice of white or 
yellow gold. Cuff links $37.50 Tie slide $13.50 


ALL PRICES KEYSTONE 
Order from any of Anson’s 68 authorized distributors 


who sell to retail jewelers only 


ANSON, IN Pr 
Tim OF lar ler Anson. Canada Ltd 











KIEFER 
EXPANDRO 


WATCHBANDS FOR PROFIT 
AND GCOD WILL 


Full mark-up ''Expandros" are sold at 
suggested retail prices. Kiefer patents 
protect you against cheap imitations. 
Stainless steel $3.95 to $6.95 RGP and 
GF $5.95 to $11.95. Available through 


selected wholesalers. 


(Patent Nos.—2,56!,381 and 2,651,909) 


(Exclusive U. S. and Canadian Distributors) 


cadman 
MANUFACTURING COMPANY 


2038 N. Telegraph Road Dearborn 7, Michigan 
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“We were plagued 
with requests for 
price discounts! 


Our hand-written 


prices didn’t seem 
éé 53 
final” somehow 


STORE NAME 


But now— 
with Monarch 
PRINTED price mark- 


ing, our prices speak 


with ‘authority’..... 
Requests for discounts 
have fallen off!” 


Printed prices seem to say 
“this price is official.” Cus- 
tomers respect them. Users 
of Monarch printed price 
marking say the savings are 
wonderful ! 

The coupon will bring you 
information on many ways | 
you ll benefit with Monarch <i 


Price Marking. ' ie) 


eee 


Me 


The MONARCH Marking System Co. 


216 South Torrence St., Dayton 3, Ohio 


| am interested in a Monarch Pathfinder price-marking machine. 
send me information on it—without obligation 


NAME 
STORE NAME 


i 





8 











REDUCE THE RISK 


(continued from page 53) 


Expand as much as possible the information 
dealing with relations and friends; if you obtain 
more information than that asked in the written 
questions, circle it and identify it so that someone 
reading the application will know to what it per- 
tains. 

Never be satisfied with a customer’s initials. 
Get his full name. And never list a married woman 
by her own first name—i.e., Mrs. Mary Smith. For 
credit purposes she is Mrs. John Smith. Always 
indicate whether the business address given be- 
longs to customer or spouse. 


Filling Out the Application 

On the top of the card put the husband’s name, 
regardless of who makes the purchase, and the 
wife’s name underneath. If the customer is a 
widow or widower put in parentheses on the line 
where it says “wife’s name,” “widow of so-and- 
so,” “divorced” or “‘separated from so-and-so,” if 
applicable. 

If you can ask the applicant’s age without caus- 
ing embarrassment, by all means do so. If not, 
make an assumption. Indicate marital status and 
race. The latter need not be done in the presence 
of the customer. 

The address should be thoroughly written in, 


showing whether the abode is rented or owned, 
and the length of time the person has been in this 


particular residence. A frequent omission in credit 
information is the name of the mortgage holder 
of a house when a person is shown as being the 
owner or buyer. This should be listed under 
“credit accounts.” The previous address is im- 
portant if the present address is less than a year 
old. We are interested here essentially in whether 
or not the customer is a “floater.” 


Get Those Specifics 
Under “employer” be specific (many companies 
have more than one branch in town); show the 
precise address where the applicant works. If the 
company is large, list the employe’s plant number, 
job number, clock number, social security number 
and income, and a telephone number if available. 

The former employer should also be shown if 
present employment is less than two years, or if 
it shows a trend to non-related types of occupa- 
tion, such as cannery worker, then seaman, then 
part-time waiter, etc. 

‘“Spouse’s employer” refers to the employment 
of the applicant’s wife or husband, and the same 
information is required as under classification 
“employer.” You will find in many cases that the 
wife’s employment is an off and on proposition, 
and if so indicate it. 

‘“‘Husband’s closest living relative 


°° 


is extremely 
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important. We are concerned here with the rela- 
tive with whom the customer maintains the clos- 
est contact. This is the most logical person to con- 
tact in case of a “skip.”’ We are concerned with 
everything about him so that he can always be 
located as a tracing lead. Indicate relationship, 
such as father, or brother, or it may be friend. 
List the person’s complete mailing address and 
telephone, as well as his employment and its loca- 
tion, and his duties if possible, even though he 
may be 1,000 miles away. 


Not Distance Alone 

Do not necessarily assume that because a reila- 
tive is near by that he is the best tracing source. 
Closeness of the relationship and frequency of 
contact, not geography, determines the ‘“near- 
ness.” Normally it will be a parent, but not al- 
ways. It also serves as a guide on marginal 
accounts, and it is often wise to add whether or 
not he owns his own home, and if so, for how 
long, as well as how long he has been listed at his 
job. No account should be without two solid, sub- 
stantial references of this type—one for the hus- 
band and one for the wife. 

In obtaining a personal reference you are ac- 
tually looking for “‘poker-playing friends” and 
“close buddies,” and not for some prominent per- 
son whose name will often be given you. 


La Coquette 


La Fleur 


L’éclat 
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Banks are important for future legal problems, 
but be specific as to the branch and note whether 
the customer has a checking or savings account. 

Automobiles are valuable as tracing items, and 
as assets in possible legal action. Credit informa- 
tion can also be obtained from the company to 
which a credit applicant is making car payments. 

Life insurance can be a tracing aid if you know 
the agent or office with which the applicant deals. 

When obtaining information on active credit 
accounts, be sure to get figures on the highest bal- 
ance the customer has ever had with the firms 
involved. If, for example, you contemplate ex- 
tending credit of $500 or more, there is little to 
be gained by telephoning a firm in which the cus- 
tomer has had an account of only $25 or so. While 
collecting credit information from firms with 
which the customer has accounts, try also to verify 
other information the customer has given you— 
job, residence, etc. 

Finally, we come to the signature. Though es- 
sential, it is of little value unless backstopped by 
adequate identification — social security card, 
driver’s license, etc. 

By following the steps outlined your store can 
safely take on a substantial amount of business 
of a marginal nature, collect it, and thus increase 
your profits. aaa 


...say we of this exquisite 
collection! Pins fashioned 
in diamonds and platinum... 
each one from new French designs. 
Made up for you exclusively 
by Juergens & Andersen... known 
since 1854 for the finest 


craftsmanship in precious gems. 


uemjens ¢ Andersen ‘a 


55 EAST WASHINGTON STREET, CHICAGO 2, ILLINOIS 
8th floor 
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Decorator colors 
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CASH for your 





Surplus Silver, Diamonds and Jewelry 





We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 





Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
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our Store 
Aristimas 
ards 


@ INCREASES in both postage and the cost of 
Christmas cards raise a question of simple eco- 
nomics when the time comes to decide whether or 
not to send Christmas cards to customers. 

Bluntly, are the time and expense involved 
worth it? 

A few points to be considered are: 

1. A Christmas card is an inexpensive means 
of reaching all your customers with a reminder 
that you exist at a time when they are concerned 
with finding gifts that will please. 

2. As a low cost institutional advertisement, 
your card will in all probability be seen by many 
more people than those on your card list, thanks 
to the custom of using cards for holiday decora- 
tions on walls, mantels or the Christmas tree. 

3. If it served no other purpose, the business 
Christmas card would still have value as a public 
relations gesture. People like to receive cards; 
they like to be remembered. 

If you do plan to send Christmas cards this 
year, you might keep the following points in 
mind. 

Use good taste. A humorous card may cheer a 
convalescent, but a card that treats Christmas 
lightly will offend many more people than it 
amuses. 

Don’t send religious cards. Unless you catalog 
your customers by creed, the reasons for this pre- 
caution are obvious. 

Don’t abbreviate Christmas. Cub reporters may 
make this mistake .. . once. The reason city edi- 
tors grow choleric when they see the abbreviation 
is the same as before: many people find it offen- 
sive. 

Check the cost. Perfectly satisfactory cards 
with your store name imprinted can be bought in 
quantity for as little as five or six cents each. 
Since, unlike a calendar, there is little recall value 
to a Christmas card—it is read, recognized and 
put aside—it is unwise to spend more. 

Include everyone. You wili, of course, be mail- 
ing to current customers. But don’t forget cus- 
tomers of past years, and, once again as a public 
relations gesture, you might include local public 
officials, neighbors, salesmen, editors, competitors. 

Mail first class. For the additional dollar per 
100 cards mailed you will be assured of fast de- 





livery and forwarding if that should be necessary. 

Imprint with your business name. The danger 
of following the practice of some jewelers and 
using the same card for both business and per- 
sonal mailings is that customers may not remem- 
ber your name in association with your jewelry 
store. 

Don’t, on the other hand, ignore the personal 
touch on the business card. Be sure to sign it. 
Better still, if time permits, have employees add 
their signatures. ga 8 


GOLD GOES HIGH FASHION 
(continued from page 51) 
and textures, especially in bracelets. 

6. The longer necklace, called the matinee, to 
cascade over the high-necked but collarless dress- 
up styles. 

7. Sophisticated, stylized design even in the 
traditional floral motifs. 

8. Transparent enamel jewelry imported from 
Spain. 

9. A new light on charms that are really elec- 
trifying because they are electrified. The tradi- 
tional charm is more meaningful. It represents 
a place visited, a particular event, the photo of 
a child. 

10. Masses of semi-precious beads clasped in 
gold. 


Sell Up 

Don’t sell the market for precious jewelry short. 
Naturally, the customer who wants a massive 
necklace or a seven-strand chain bib in new longer, 
matinee-length for $25 will not find it in karat 
gold for that price. The $25 buyer will have to 
settle on costume jewelry or a gold chain with a 
pendant drop of pear! for that price. 

Let’s remember, though, we are selling a two- 
car market. There’s room for the Corvair and 
the Cadillac in many a garage. The spouse who 
comes shopping is your prospect for one or the 
other. He wants that special fashion jewel from 
you. 

If we are to sell the Cadillac at all, we must 
tout the lines, the details, the finish, the elegance, 
the pride of possession and most of all the high 
fashion, the romance that surrounds haute cou- 
ture in clothes. Jewelry that is well designed 
never becomes obsolete even if the original reason 
for its purchase was to complement a silhouette 
of a particular season or year. 

The customer will always say with satisfaction: 
“It’s real!” ZaaG 


Names of the manufacturers of jewelry illustrated 
in Miss Gewirtz’s fashion articles may be obtained by 
writing to her at The Chilton Co., 100 E. 42nd St., 
New York 17.—The Editors. 
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Start-Her-Necklace of 
“Orienta”’ Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


65 Nassau S$?., New York 





TOP CONSUMERS 


TOP RETAILERS 














Two Reasons why General Electric 
Sells Clocks in House Beautiful 


Edwin C. Pease, Merchandising Manager for Gen- 
eral Electric clocks put it very simply when he 
explained why House Beautiful spearheads the cam- 
paign to sell General Electric’s new decorative wall 
clocks. 


“We have chosen HOUSE BEAUTIFUL again as 
the spearhead of our consumer effort. The reasons 
are two-fold: 

(1) These clocks are largely in the top end of our 
line and therefore we wanted to reach HOUSE 
BEAUTIFUL’s audience of consumer readers with 
good taste and good incomes.” 


‘‘(2) We also consider it important to capitalize on 


HOUSE BEAUTIFUL’s influence with top retailers 
in our extensive program of merchandising this 
advertising.” 

Short and simple. And convincing evidence of House 
Beautiful’s continuing leadership in the quality 
home field. If you’d like to tell your story to over 
900,000* Pace Setters, tell them in House Beautiful. 


House beautiful 


572 Madison Avenue New York 22, New York 
One of 13 Hearst Key Market Magazines 


*Publishers’ Projection of average circulation, last 6 mos., 1960 





TABLE TOP FASHIONS 


Cake plate measuring 12 inches in diameter is 
of Val St. Lambert crystal on an English Shef- 
field base. Retail is $11.50 From William Adams, 


Inc., 15 West 47th St., New York. ‘ | 
, . New Queen’s Ware pattern by Wedgwood, 


“Blue Avocado,” has warm blue print of an 
opened Avocado on Catherine-shape edge. Place 
setting is $7.50. From Josiah Wedgwood & Sons, 


24 East 54th St., New York. 


Etched surface on special aluminum alloy gives 
unusual look to new Moire line by Kensington. 
Server, one of the series, retails for $10. From Heirloom line of free-form pieces now avail- 
Wear-ever Aluminum, Inc., New Kensington, Pa. able in ruby color, the fifth decorator hue in the 

series. Retails from $2 to $5.50. From Fostoria 
Glass Co., 225 Fifth Ave., New York. 


As elegant as the name, “Patrician” by Kosta A Danish teak “tree” with movable glass serv- 
with deep cuttings, short stems, goes with any ing branches is a functional conversation piece. 
table arrangement. Goblet retails at $7.50. From Server retails at $18.50. From Frederik Lunn- 
Ebeling & Reuss, 5th & Locust Sts., Philadelphia. ing, 225 Fifth Ave., New York. 
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Day in, day out, retailers discover what turns milady’s 
eye toward Texas Ware. There’s the elegance of Texas 
Ware’s graceful footed cup. Designs with a universal 
appeal. Fashion-keyed colors that America loves best. And 
the popular flowing shapes are accented by a trim, con- 
temporary creamer and sugar. Yes, Texas Ware has so 
many extra features for the money. No wonder it’s cap- 
tured Mrs. Homemaker’s heart — and her pocketbook! 
Shown above: Fabulous Four —the nation’s best sellers 
at $29.95. Distinctive sets from $19.95 to $39.95. 
PLASTICS MANUFACTURING COMPANY 

Dept. JCK-1160, 2700 S. Westmoreland, Dallas 33, Texas 


TEXAS WARE «= wecmac® quacity MELAMINE DINNERWARE. 





TABLE TOP FASHIONS 


“Mayflower” with pink floral border in Care- 
free ovenproof china complements Colonial and 
American decor. Price for 5-piece place setting, 
$7.95. From Syracuse China, Syracuse, N. Y. 


Items from the Spode White Fancies Line 
combine in a punch set. The primula bowl, 12”, 
retails at $14; the ladle, $4.70; the punch cups, $2 
each. From Copeland & Thompson, Inc., 206 
Fifth Ave., New York. 


Exquisite cuttings on full lead crystal enhance 
‘“‘Ambassador” by Royal Netherlanc. Retail for 
the hand-cut goblet is $11.25. From Justin Thar- 
aud & Son, Inc., 129 Fifth Ave., New York. 
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Lead crystal stemware “teardrop,” imported 
from Sweden, retails at $2 per glass. From D. 
Stanley Coreoran, 7 W. 30 St., New York. 


Tiffin ““Modern Cased Glass” available in crys- 
tal with ruby, smoke or green or sapphire blue 
and crystal, or twilight and smoke. Each about 
$11 retail. From U. S. Glass Co., Tiffin, Ohio. 


Three new shapes in the “Olympus” pattern 
are ashtray for $25 retail; vase for $35; free- 
form ashtray at $20. From Sascha Brastoff Prod- 
ucts, 11520 W. Olympic Blvd., W. Los Angeles. 
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DELIVERY 


ode 


THE P FINE ENGLISH 


DINNERWARE 


Need it in a hurry? You'll get it 
in a hurry—from our completely 
stocked New York warehouse!’ 


Chatham (Bone China 


wholesale distributors: COPELAND & THOMPSON, INC. 206 RIFTH AVE., N.Y. 10 





FRANCONIA CHINA—One of Europe's Finest 


LA MARQUISE 


To be nationally advertised in SEVENTEEN, November 1960. 
Many brides have a taste for elegance and luxury. Cater to 
the taste, and purse, of such customers with La Marquise. At 
$17.75* retail a 5-pe Place Setting, it is a perfect buy or gift. 
Beautifully etched burnished gold edge. accented by inner 
band of Cobalt Blue. Pure white translucent china in graceful 
Louis X\ shape. extra feature in footed cup. 


Slightly higher South & We 


HERMAN C. KUPPER, Inc., 39 West 23rd St., N.Y. 10 





Dinnerware, Glassware and Gifts 


by Jerry Gewirtz 
JC-K Fashion and Gifts Editor 


Put the Magic 

Of Far Away Places 
Into Your Show 
Window 


@ “IT WAS MADE by a great American designer—” 

“T saw one like it in France—”’ 

“There’s nothing like English bone.” 

“My mother swore by Bavarian.” 

There’s romance in this name-dropping —a 
glamor associated with the country of origin that 
enhances the appeal of an exquisite pattern in 
china, an elegant crystal, a fanciful giftware. 

Customers enjoy talking about a piece that is 
Danish modern, authentically early American, ob- 
viously from Belgium. 

The merchant should, too. He cannot ever as- 
sume that there is enough glamor implicit in the 
brand itself. He must make certain that there is 
no weak link between the desire to buy and the 
ultimate purchase. 

Much has been done to inform the customer be- 
fore she reaches the store. Increased advertising, 
better coordinated tableware promotion, more 
knowledgeable sales clerks all work to enlighten 
the prospective buyer. 

There is still room, though, to romance the 
buyer at the point of sale! 

The window, we believe, can be the open sesame 
to a cave of treasures. It’s like a blind date—for 
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March 19-22 
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SHOW 


«HOTEL STATLERS 
- FIRST CORPS CADET ARMORY 


March 5-9 

















Fev Cock Manet. 


“WHO'S WHO”? 
vo) ae] <8 Lom me -T0] 0] Lod 5-7. 


Get your personal copy of these 
information-packed directories when 
registering at the shows. These 
invaluable guides are the last word on 
profitable new merchandise in china, 


glass, lamps, stationery, giftware and 


home furnishing accessories. 
ATTEND THESE MARKETS FOR A 
MORE PROFITABLE ’61! 


For further information write 
220 Fifth Avenue, New York 1, N. Y. 






































YORK LAMP & 
HOME FURNISHING 
ACCESSORIES SHOW 

JANUARY 15-20 


Hotel New Yorker & 
Trade Show Bldg. 
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NORWEGIAN SILVER CORP. 


a Norwegian Specialty 


ENAMELED 
STERLING 
JEWELRY 


Extraordinarily 
brilliant creations 
-+-@ new technique 
allows the 

exquisite silver 
patterns to show 
through 

clear 

enamel hues. 


iff F 4 
f 5 


All with - 
traditional - 
Norwegian © 


craftsmanship, these 


heirloom pieces | 


include bracelets, 
necklaces, pins and 


earrings in : 
12 magnificent colors. 


$2.00 to $39.00 Retail 
(Federal Tax not included) 


Norway House, 290 Madison Ave., New York 17, N. Y. 
Additional showroom, 225 Fifth Ave., N. Y. C., Room 409 








English Bone China 





0 


IN STOCK! 


Exclusive U. S. A. Distribution by 


SALEM CHINA CO. 





SALEM, OHIO 


SELL THESE POPULAR PATTERNS 


ALEXANDER 
SILVER FERN 
RUTLAND WHITE 


CELESTE 
PINE SPRAY 


DIVINITY BLUE 


SOMERSET 
PRELUDE 
MANDARIN 








the face of the store creates the first impression. 
It is the magic carpet to transport the customer 
inside! 

Weaving such a magic carpet can be as uncom- 
plicated as a Turkish fairy tale. Poster House, to 
cite one example, makes available a choice of pos- 
ters that are colorful and extravagant - looking 
backdrops well within the means of the thriftiest 


NORWAY 


window dresser. These 25 by 37 inch full-process 
colored lithographs are on heavy paper and can 
be used as they are or framed. A selection of them 
in the window, representing the countries whose 
products you handle, with the actual pieces dis- 
played, tells a story far more colorfully than any 
sales person. (Price for the posters are: $1.50 a 
single ; $2.75 for 2; $3.50 for 3; $1 each for every 
additional poster. Poster House, Inc., Chatham, 6, 
N. J.) 

Flags, too, are a colorful and pointed reminder 
of the countries that created the wares on display. 

Don’t leave the U. S. A. out of this United Na- 
tions of design. Dramatize Americana as you 
would any imports. Show a picture of the Empire 
State if your product comes from there. 

The jeweler who is short on variety in gifts 
and is interested in a world gift promotion can 
get help through World Gift Parade at 208 Fifth 
Ave., New York. This organization started out as 
a merchandising service for gift shops only. It 
subsequently included jewelry stores. Owners of 
the service felt it would benefit the small retail 
jewelry store that could not support a staff to 
travel the sophisticated markets of New York and 
Europe. For a membership fee of $10, member 
jewelers receive a monthly $50 minimum assort- 
ment of imported and domestic wares, with pro- 
motional material and suggestions to back them 
up. 

If we all work together to demonstrate that 
china and glass do bring the world to the table, 
perhaps we will entice our more immediate com- 
munity into the store. 


M EMBERS of the Sterling Silversmiths of Amer- 
ica cooperated in providing the sterling for 
the nine tables displayed at the Home Furnishings 
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MELODIE 
5 pc. piace setting * 
14.95 


NORDIC a in 
5 pc. place setting 
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5 pc. place setting 
7.95 
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SYRACUSE DOES IT AGAIN! Scores another sales bull’s-eye with four excit: 


ingly different, new patterns—two in Fine China, two in Carefree. 


Pe eee We eet a a ee i a 


Each consumer-tested by the same proven technique that consistently produces 
Syracuse best sellers . . . packed with popular appeal and backed by broad gauge 
national advertising. 


STOCK SYRACUSE AND SELL! 


by Dn ALL-PURPOSE \ \ TRUE CHINA 


* See your local Syracuse representative or write: Syracuse China, Syracuse 1, New York 
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Show at the New York Coliseum recently. Open 
to the public, the show was built around a theme 
of the ‘“‘Wonderful World of Children.”’ The tables 
stressed the idea that dining is more than eating; 
that it is a family experience. One of the tables, 
for a girl’s 16th birthday, showed a setting of pink 
linen, rose china and a birthday cake piled with 
roses in the center. 


Lustrous ee ee ; 
Te stecortene finish Cor, a APPOINTMENTS: Carleton P. Adams was 


Gleaming named Western Regional Sales Manager for 


gold-tone accents i FF the Franciscan Division of Gladding, McBean & 


Smart ‘teaked’ = ., Co., Los Angeles. Mr. Adams is responsible for 
wainut trim } y. 


the direction of sales in 11 Western States. Josiah 
Wedgwood & Sons, Inc., of America has appointed 
Raymond Smyth as treasurer of the Wedgwood 
Company in the U. 8. Nancy Ranck has been ap- 
pointed manager of advertising and publicity. She 
was formerly fashion publicist for Macy’s, New 
York. 
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THE COMPLETE FAMILY OF FINE HOSTESS ACCESSORIES 





The Medallion line now extends to more than thirty SERVICE for 12 of Castleton China’s “Golden 
style-matched pieces, each one inviting the purchase Classic” pattern was presented to Mrs. Henry 
of another. This powerful multiple-sale motive is Cabot Lodge by G. B. Zahniser, extreme right, 
president of Shenango China, Inc., and Castleton 
China, Inc. Presentation was made during the 
Lodges’ visit to New Castle, one of the stops on 
Keep the constant suggestion of “‘companion their campaign tour. 
piece’’ purchases before your customers by stocking 
and displaying the entire Medallion line. 
tz EPTEMBER WINNER in the Royal Worcester Sell- 
EACH PIECE PACKED IN) 4 kg ey - and-Tell Contest was Mrs. William H. Diller 
"x of William H. Diller Jeweler, West Reading, Pa. 
* 7 All employees of authorized Royal Worcester din- 
nerware dealers are eligible to enter the contest. 


one of the important reasons for Medallion’s record 
growth in the gift market . . . offering important op- 
portunities for continuous profit to giftware dealers. 


7 
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MIRRO ALUMINUM COMPANY, MANITOWOC, WIS. | EAVY ADVERTISING campaigns have been an- 
MAKERS OF FINE QUALITY PRODUCTS SINCE 1895 nounced by leading china companies. Syra- 
veeeianegenennneniprabammegage cuse China, Syracuse, N. Y., initiated its increased 

SALLY BEASLEY JOHN GOODMAN CO., INC. A. E. SHAHAN CO. apy 
2100 Stemmons Freeway 225 Fifth Avenue Building 1355 Market St. advertising timetable in the September 1ssue of 


Dallas 7, Texas New York 10, New York San Francisco, Calif. lita: Se I T t te d 
‘ s. 2 . .d., NaS announce 
LEON BERGSMAN ROY E. PARKER SALES WESTALL SALES CO. PORE Ke RE See : 


15-100 Merchandise Mart 2126 Fulton Ave., S.W. 216 Terminal Sales Bidg. ‘ °C j 9cge j i , : Sj 
Chicago 54, Illinois Birmingham, Alabama Seattle, Washington that a 28 pel cent increase In giftw are sales in 


GIFT & ARTASSOCIATES A. E. SHAHAN CO. MASO COMPANY, LTD. 1960 (to date) has been the impetus to conduct 


» Now Hampshire ios Angeles 14, Calif. MontrealQueCenada ~@ +=|: its most extensive national giftware ad campaign. 
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Your Best Customers Rely on BRIDE 


SSSSSSSHSSSSSSSSHSSSSSSHSSSSSSSSSHSSSSSSHSSSSSSSSSSSSSSSSSHSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSESSESSEESESESEEESEES 


FIRST with 825,000 brides-to-be...and the only magazine to 
publish a complete guide for the bride every two months instead 
of four times a year. 


ONEIDA’s first choice to feature their unique ‘“‘Printacular’”’—a 
five-page advertising section encouraging one-stop buying for the 
complete ONEIDA line, names that mean extra bridal sales for 
you; Heirloom Sterling, Community Silverplate, Community 
Stainless, Solid Stainless by Oneida, Premier and Deluxe Quality 
melamine dinnerware by Oneida. 


First in September, again in the November Issue of MODERN 
BRIDE, the ONEIDA “‘Printacular”’ will continue to send more 
bridal customers to your store for their flatware and dinnerware. 


rs22 FiO, 
With ample stock, ONEIDA knows you can sell the MODERN 
BRIDE reader at least an average of $218.26 worth of flatware, 


$159.85 worth of china before she marries. 


Follow the ONEIDA lead and promote the complete 
ONEIDA line. 


MODERN BRIDE * ZIFF-DAVIS PUBLISHING COMPANY + ONE PARK AVENUE « NEW YORK 16, N.Y. % Ji 


bc EE é 
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SELL MORE 
GIFT ITEMS 


with QUICK SERVICE | a J 
MONOGRAMMING ‘/ 


You can RENT a 


Write for de KINGSLEY for 21¢ a day 
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850 Cahuenga « Hollywood 38, California 














lt is with deepest regret that we 
announce the passing of our 
West Coast representative 


Mr. Maurice Goldstein 


who died in Boise, Idaho, on 
September 26th. Mr. Goldstein had 
spent a major part of his life in the 
jewelry industry and was well-known 
throughout Western states. His devoted 
family, friends and business associates 


will miss him greatly. 
e 


LUCIEN PICCARD WATCH CORP. 
New York, N. Y. 














nee GLASS CO. is stepping up its ad 
campaign for fall, with one of the most com- 
plete advertising programs in its history. Coin 
Glass, Garden Center, blown and handmolded 
stemware are featured. What Fostoria notes as 
a growing trend for brides to register two sets 
of stemware—one for “best” and the other for 
“every day’—is highlighted in a coming ad in 
Bride’s Magazine, incorporating an eight-page 
booklet on “How to Select Your Table Crystal 
From Breakfast to Formal Dinner.” Jewelers will 
receive samples of the book with details on how 
to register brides for two sets of stemware. 


shore LIPPE, president of the giftware firm 
of that name, has appointed Harold J. 
Spencer as sales manager of the corporation. For 
the past five years, Mr. Spencer has been general 
manager of Flowerized Presentations, Inc. In 
his new position he will coordinate merchandis- 
ing, sales, and sales promotion of the giftware 
division. 


Speen INC., Trenton N. J., has several news- 
worthy announcements. Over 5,000 high 
schools and colleges took part in the recently com- 
pleted creative table setting contest sponsored by 
that company. Bride’s Magazine will run a color 
feature on the winning table setting in the winter 
issue. It was also announced that dealers of Lenox 
have been given a consumer folder, which illus- 
trates in four colors the greater portion of the 
company’s best selling china patterns, replacing 
the individual pattern leaflets. 

Three new patterns of Lenoxware were intro- 
duced by Lenox Plastics, Inc., of St. Louis at the 
National Housewares Show in Atlantic City. Also 
making a debut at that show was a new design 
in salad sets, a complete service for eight, includ- 
ing besides the serving bowl eight small bowls, 
servers and salt and pepper shakers. 

The Trenton company also reported recently 
that The French National Ceramic Museum at 
Sevres, France. has placed in its permanent collec- 
tion a replica of a Lenox dinner plate, cup and 
saucer from the fine china service currently in 
use at the White House, and similar pieces from 
an earlier Presidential service. Lenox Sculpture 
examples were also placed on exhibit. 


| reece sence ot china needn’t be fragile, 
a realistic display by Oberdeck’s in Santa 
Monica, Calif., showed. The company borrowed 
a city bus and parked it on a Syracuse Carefree 
True China cup. A picture of the stunt was dis- 
played in the store window for several weeks. Ac- 
cording to Oberdeck’s, public interest ran high. 
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Two Important Concepts Can Dramatically 


increase Your Business In The Next Few Years 

A NEW CONCEPT in greeting card fixtures— “The Aristocrat” 
is magnificently styled to sell more merchandise in the same space 
— outselling and outlasting any other equipment in your store. 


A PROVEN CONCEPT is the industry’s most experienced, most 
complete stock control preparation and store planning service. 


Forecasters predict that before 1965 all business will increase at 
least 25%. Rust Craft believes the greeting card industry can sub- 
shantialiee outpace most other retail activities by developing more 
sales and more profit from every square foot of selling space. 


The totally mew ‘“‘Aristocrat’’ fixture line, for example, will 
upgrade your greeting card and gift wrap sales. 


Consider these outstanding 


y/ Mihi¢ fii), teatures: 


SLANT-LINE STYLING — a new and functional idea with many 
selling benefits 
-» More cards are more easily accessible. 
Aisles look larger and floor space is increased 
more inviting than ever. 
Continuous line design provides unbroken display space of any 
desired length. 
More attention is focussed on the cards because the placement 
of the display is visually correct. 


Extra bright lighting is diffused by slim-line canopy to highlight 
all of your merchandise. 


your store Is 


cli sed ACH oy-V- 10 tb eae) 2 


ANNOUNCING 


VIVAL 





BY RUST CRAFT 


MANY OTHER FEATURES — designed for ease and convenience 


Built-in levelers, adjustable ‘‘scuff plate’’ at base (no unsightly 
gaps over uneven floors). 

Pull-out slides for instant working space. 

All-metal tiers are easy to clean, hold more cards, lessen damage. 
Easily replaced fluorescent lights. 
Completely finished in Formica 
easy to clean. 


The variety of colors and wood grains to choose from will 
modernize and complement your interior without requiring 
redecoration. 


no maintenance ever and so 


Careful attention to every detail from the smallest hand-joined 
corner to the last satin-finish brass trimming is typical of Rust 
Craft’s quality standards. 


Rust Craft merchandises a complete line of Everyday, Seasonal 
and Personalized greeting cards, notes, gift wraps, ribbons, and 
Brownie tissue linens. 


BLISHERS 
DEPT. RC345 
RUST CRAFT PARK, DEDHAM, MASS. 


Gentiemen: 
Please send me your free, dimensional, Store Planning Kit and other 
information about Rust Craft’s Fixture and Merchandising Services. 

NAME 
STORE NAME 
ADDRESS 
CITY ZONE___ STATE 























“You put on 


a Payroll Savings Wy 
Campaign last year. 1 ail 





How many of 
your employees are still 
using the plan—every month?” 


“Practically ALL of those who signed up are still 
buying U.S. Savings Bonds every month. We talked 
to many of them about it, and they told us that the 
Payroll Plan got them started on their first regular 


savings program. ‘We just couldn’t seem to save by 


ee NE hn re and 


ourselves, they told us. “This way, we don’t even 
miss the deduction.’ Gives us a nice feeling to find 
out we're helping them to help themselves.” 

If your company has not installed the Payroll 
Savings Plan thus far, you, too, may be surprised to 
find how great a number of your people will welcome 
this convenient way to start saving. The Plan is sim- 
plicity itself to put in. Just contact your State 
Savings Bonds Director and have him show you just 
how the Plan works. Let him help you set up a 
thorough canvass of your company family, so that 
every employee may be invited to share in this easy 
way to become a shareholder in America. Experi- 
ence in other fine companies shows that such an 

‘ invitation usually results in an enthusiastic response. 


/ 
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ALL U.S. SAVINGS BONDS—OLD OR NEW—EARN 4% MORE THAN BEFOR Teg 
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Jewelers Circular-Keystone 


THE U. S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE. 





Braet ly. 


RETAILERS EXPECT SALES IN THE SECOND HALF OF 1960 TO TOP the last half of 1959, 


JAPAN'S 


JEWELRY 


according to a survey by National Retail Merchants Association. Of those 
Surveyed, 72 per cent predicted increased sales, but only 46 per cent 
thought profits would improve. Rising costs were blamed for shrinking 
profits. 


RETAIL SALES OF JEWELRY STORES IN AUGUST, not adjusted for seasonal varia- 





tions, were down 3 per cent from August, 1959, up 4 per cent from July, 
1960, U.S. Department of Commerce reported. 


REMOVAL OF IMPORT BARRIERS ON 257 PRODUCTS gives domestic jewelry producers 
an opportunity to raise sales overseas. Free imports to Japan now include 
precious metal wares, jewelry, costume jewelry, cutlery, glass tableware 
and other related items. Department of Commerce experts say jewelry stands 
the best chance to increase sales because Japanese attach "snob appeal" to 
American-made jewelry. 


INDUSTRY COUNCIL MEMBERS GET ASSISTANCE IN CHRISTMAS ADVERTISING with a 
portfolio sent out by JIC containing sample newspaper and radio copy, 
letters for personalized messages to customers and window decorating ideas. 


NEARLY A MILLION TEEN-AGE GIRLS, readers of Seventeen Magazine, expect to buy or 


FEDERAL 


SUPREME 





receive a new typewriter in the next 12 months... A survey by the magazine 
reveals that nine out of 10 teen-age girls use a typewriter .. . Another poll 
by the magazine indicates that the average teen-age girl owns 3.56 ball 
point pens and 1.64 fountain pens. 


TRADE COMMISSION WILL WATCH JEWELERS' CHRISTMAS CATALOGUES and advertising 
for evidence of results of its recent series of trade practices conferences. 
FTC says response to jewelry conferences was excellent. 


FTC REPORTEDLY HOPES TO ENLARGE ITS INVESTIGATIVE STAFF to 650 from present 
550, boost overall staff from 823 to 1360, is seeking a 50 per cent increase 
in funds for next fiscal year to finance greater efforts to curb monopo=- 
listic activity and protect consumer interests. 


COMMISSION IS SEEKING SUPREME COURT APPROVAL for the right to examine busi- 








nessmen's "confidential" reports to the Census Bureau, for possible use in 
antitrust actions against them. 


COURT WILL REVIEW SUNDAY BLUE LAWS in the 1960-61 session recently convened. 
Five cases involving blue laws of Pennsylvania, Massachusetts and Maryland 
are on the high court's docket. Controversial laws, in dispute on religious 
and commercial grounds, prohibit business on Sunday. 


NATIONAL RETAIL MERCHANTS ASSOCIATION, in an amicus curiae brief filed with 
the court, says invalidation of the blue laws would have an adverse eco- 
nomic effect on retailing. If a majority of businesses were forced by 
competition to open on Sunday, the NRMA says, it would result in increased 
overhead with no increase in total sales, and would make retail personnel 
recruiting more difficult. 








SMALL BUSINESS ADMINISTRATION HAS PUBLISHED a 52-page booklet, Guides for Profit 
Planning, designed to aid the small businessman in planning and control 
procedures. It is available from the Government Printing Office for 25¢. 





AN ATOMIC CLOCK HAS BEEN PATENTED for use by Space ship navigators. The clock, 


which uses a quartz oscillator, is reported to be accurate within one 
second in 300 years. 
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Briefly 


HOW COMPANIES ARE DOING--Zale Jewelry Co. paid a regular quarterly dividend of 25¢ 


per share on common stock Oct. 10... Kay Jewelry Stores, Inc., reported 
Sales of $27.6 million for the fiscal year ended June 30, compared with 
$24.4 million in fiscal 1959, but net income dropped from $1,121,382 to 
$663,906 . . . Ronson Corp. had net income for the quarter ended Sept. 30 
of $812,000 on sales of $11.1 million. For the comparable period of 1959 
the company earned $698,644 on sales of $9.7 million . .. Elgin National 
Watch Co. announced sales for the six months ended Sept. 1l were nearly 
$17 million compared with nearly $14 million for the same period a year 
ago. Net earnings were $48,420 compared with a loss of $735,607... 
Waltham Watch Co. of Chicago reported sales of $8.85 million and net 
profits of $311,136 for the year ended June 30 .. . Parker Pen Co. had net 
income of $332,189 for the six months ended Aug. 3l, up from $121,300 for 
that period in 1959 ...W. A. Sheaffer Pen Co. and subsidiaries had net 
income of $781,000 on sales of $13.3 million for the six months ended 

Aug. 31, a 96 per cent increase in income. 


SMUGGLERS TOOK $25 MILLION IN DIAMONDS out of Hong Kong illicitly in the first 


five months of 1960, police say. Hong Kong imported $30 million worth of 
Stones, but only $5 million worth were subSequently manifested out again. 
Sales locally are considered minor. The illegal trade is rising rapidly-- 
imports in all of 1959 were valued at only $25.3 million. 


HAMILTON WATCH CO.'S ELECTRIC WATCHES will be marketed in the United Kingdom by 


Ingersoll. Although the company has been Hamilton's U. K. representative 
for many years, dollar restrictions after the war had confined its trade 
primarily to servicing. Two Swiss manufacturers, Mira and Avia, have also 
concluded agreements with British firms to market electric models in the 
United Kingdom. 


CO-OP ADVERTISING GETS A SHOT IN THE ARM from a new law okay by President 


DESPITE 


Eisenhower. Measure gives a tax break to manufacturers and importers who 
make rebates to wholesalers and retailers for local advertising in news- 
papers or on radio and television. A maker or importer may now deduct up 
to 5 per cent of his selling price for the cost of such advertising when 
computing his excise taxes. 


A U. S. DISTRICT COURT DECISION in Massachusetts permitting revolving 
credit sales to be regarded as installment sales for tax purposes, the 
Internal Revenue Service maintains that retailers must pay tax on full 
purchase price at the time sale is made. 


SALES GAINS IN COSTUME JEWELRY were reported by nine New York apparel stores for 


the six months ended July 31, in comparison with a like period in 1959. 
Two others noted no change and three had sales decreases. 


FASTER DEPRECIATION LEGISLATION GAINED SUPPORT of American Bar Association's taxa- 


REPORTS 


tion committee, which is backing two proposed changes to the existing law. 


FROM AROUND THE WORLD--The director-general of the Israel ministry of 
trade and industry conferred in late September with DeBeers' Central Selling 
Organization in London, presumably to obtain an increased allocation of 
rough diamonds for the rapidly growing Israel diamond cutting industry. 
In the first half of this year the DeBeers organization supplied only 18 
per cent of Israel's total imports of uncut stones of 650,000 carats 

- »« « The Crown Prince of Japan has been invited to lay the foundation 
Stone for a state-owned watch factory in India when he tours the country 
this month. A Japanese company is providing technical assistance for the 
venture which is expected to be in production by 1962 .. . To facilitate 
distribution of Swiss watches in the Middle East, a Watchmakers of Switz- 
erland Information Center has been established at Beirut, Lebanon... 
The Financial Times of London predicts that 1960 will be a peak year for 
jewelry in Great Britain, based on consistently rising sales. 
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World’s Largest Manufacturer 


of Quality Transistors 


PRESENTS TWO REVOLUTIONARY NEW 
CONCEPTS IN TRANSISTOR RADIOS 


The Decorator Styled 
7-Transistor, Two Speaker 


RADIO 


Ys, : ' SS 
|| Reenter THE FIRST PROGRESSIVE ADVANCE IN 
bel? 





RADIO DESIGN IN OVER 30 YEARS... 


Model 7TH-425 

Now, for the first time, a radio that gives an 
added touch of elegance to every home decor... 
and a new thrill in listening enjoyment. Can be 
mounted anywhere, living room, den, kitchen, 
offices, etc....no cords, plugs or wiring necessary. 
Operates on 4 “D” cell batteries that give up to 
500 hours playing time. Beautifully finished in 
Black or White, both with rich gold trim. 11%” 
in diameter. 


Complete with batteries and 
mounting bracket 69.95 


NATI ONALLY = al (sr WORLD’S FIRST 3-WAY 
ADVERTISED RS] TawsistoR raoio ENSEMBLE 


oc eter sae Bae ee nS I. It’s a Shirt Pocket Size Portable 
tia link bicatanali vidas —— [aa 2. It's a Battery Operated Table Model 
Saturday Eve. Post cesta 3. It's an AC Operated Table Model 
Full Page In Color jpg THE RADIO (Model 7TP-303) 7 transistor shirt- 
| pocket size portable with self-contained speaker. 


OCTOBER 22, 1960 ISSUE Aes ee : — Complete with 3-penlite batteries, earphone and 
ff | Se leather carrying case . 39.95 


Plus Multiple Other Insertions in 


LIFE, PLAYBOY, ESQUIRE AND 
HOUSE BEAUTIFUL MAGAZINES 








SPEAKER BOX (Model 3WX) WITH AC CONVERTER 
4” speaker, three “D’’ cell batteries 19.95 


For 1960, Toshiba's Fall national Ltn 

pa ange Ah nt een peor Shirt pocket size portable fits perfectly For Complete Information 
Toshiba's creative i oan inte speaker cabinet compartment fer and Literature Write Dept. JC-11 
ship and superior quality and use as table model... battery operated ~~ 
greater values. or AC current. All Prices Quoted Are Suggested List 


Exclusive U.S. Representative for Toshiba Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N.Y... 
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Bulova’s new electronic timepiece offers 
revolutionary concept of watch engineering 


“The most significant advance- 
ment in timekeeping in more than 
300 years uses timekeeping 
principles never before used in a 
wrist watch approximately 10 
times more accurate than fine-qual- 
ity wrist watches accurate 
enough for exacting laboratory 
needs represents a melding of 
watchmaker skills, inventiveness, 
and modern electronics and micro- 
miniaturization... .” 

In terms such as these, Bulova 
Watch Co. describes its “Accu- 
tron,” a new transistorized time- 
piece introduced Oct. 25. 

While its external appearance re- 
sembles a conventional wrist watch, 


Oe OS a 
So ke 


away with the age-old symbol of 
time—the ticking sound. It emits 
instead a “‘microsonic” hum. 

(Henry B. Fried, horological con- 
sultant to JC-K begins a series on 
the technical aspects of the Bulova 
Accutron on page 132 of this 
issue. ) 

“The “Accutron” movement was 
used in a Bulova-built timing in- 
strument now orbiting earth in the 
Explorer VII satellite. The eight- 
ounce timer, which replaces 30 
pounds of equipment, is designed 
to turn off the satellite transmitter 


at a preset time. 
“Because of its performance in 
space and the three years of field 


ONE-YEAR GUARANTEE: Power cell (on fingertip), guaranteed to operate 
“Accutron” for at least a year, is replaced by unscrewing a cap on the back of 
the case. Recessed handle for setting the hands is also on the back of the case. 
Timepiece shown is one of 12 men’s models introduced Oct. 25. 


“Accutron” (pronounced Ac’ cu’ 
tron’) has such startling differ- 
ences its inventors prefer to call it 
a “microsonic” or electronic time- 
piece. 

Eliminated in the new time- 
keeper are such conventional watch 
components as mainspring, escape- 
ment, winding mechanism, winding 
and setting stem, balance wheel 
and hairspring. 

What’s more, “Accutron” does 
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testing that we have put it through 
here on earth, we believe that Ac- 
cutron is more accurate than any 
conventional wrist watch be it 
powered by spring or battery, and 
considerably more reliable in oper- 
ation,’ Gen. Omar N. Bradley, 
3ulova board chairman, said. 

The firm is backing its claim by 
guaranteeing “‘Accutron” in use to 
be accurate within one minute per 
month. It will go on sale this 


month in jewelry stores in 32 mar- 
ket cities throughout the country. 
Prices will range from $175 to 
$2,500, before Federal taxes, with 
most of the dozen men’s models in 
the $250 to $400 range. 

A company spokesman said the 
timepiece’s designs were decided 
upon after three years of testing 
and surveys, “representing the best 
efforts of jewelry fashion experts 
plus leading designers, such as 
Raymond Loewy.” 

All “Accutrons” are shock-resis- 
tant and most models are water- 
proof. The 12 models to be intro- 
duced are of five basic designs. 
Two are with overall smooth spiral 
design; three have coat-of-arms 
shield shapes; two are off-square 
shapes; and five are described as 
various round shapes. 

The two models priced at $175 
have stainless steel cases. Nine 
models have 14 karat gold cases, 
four in yellow gold and five in 
white gold. One model has a case of 
18 karat vellow gold. 

The electronic timepiece will re- 
main in the upper price range “for 
several years to come,” Bulova of- 
ficials said. They made no predic- 
tion about when a ladies’ model of 
the timepiece could be produced. 


What’s the Difference? 

There are three easily apparent 
differences between “Accutron” 
and conventional watches. Most ob- 
vious is the different sound. The 
slight “hum” barely audible when 
the instrument is held close to the 
ear is caused by the vibrations at 
360 cycles per second of a tiny elec- 
tro-magnetically driven tuning fork 
and its associated indexing mecha- 
nism. 

Another difference is the absence 
of a winding and setting stem. The 
winding stem is unnecessary be- 
cause the Accutron’s movement is 
energized by a button-size power 
cell. The setting mechanism is en- 
gaged by a small recessed handle on 
the back of the case which can be 
lifted with a fingernail. 

A third external difference is 
the smooth motion of “Accutron’s” 
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“ACCUTRON’S” INVENTOR: Max 
Hetzel, Swiss horologist and physi- 
cist, holds transistorized circuit of 
“Accutron” with jig, preparing to in- 
sert tuning fork between tiny coils. 
Hetzel initiated “Accutron” develop- 
ment in Bulova’s Swiss plant eight 
years ago. 


sweep-second hand, in comparison 
with the perceptible, jerky rotation 
of the sweep-second hand on a con- 
ventional watch. 


Watchmakers Can Service 


Inside the case, “‘Accutron” de- 
parts radically from conventional 
watch construction. It was de- 
signed, however, to be serviced by 
watchmakers, the Bulova announce- 
ment said. 

The new timepiece has 12 moving 
parts, compared to 19 in manually- 
wound watches and 26 in self-wind- 
ing watches. 

Simply stated, ““Accutron” works 
like this: The power cell causes vi- 
brations of the tuning fork which 
are converted mechanically to ro- 
tary motions; these are transmit- 
ted through a gear train to the 
hands. 

The tuning fork, which replaces 
the traditional balance wheel and 
hairspring, is called by Bulova the 
“heart” of “Accutron.” 

The index wheel, which converts 
the tuning fork’s vibrations to ro- 
tary motion, is probably the best 
example of micro-miniaturization 
in the movement. Micro-miniaturi- 
zation extends to microscopic, or ex- 
tremely small, proportions the mini- 
aturization of electronic and associ- 
ated mechanical components. 

The index wheel is .095 inches in 
diameter (about the size of a pin 
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head) and .0015 inches thick 
(about one-half the diameter of a 
human hair). Yet it has 300 pre- 
cisely machined ratchet teeth. 

The tiny coils that keep the tun- 
ing fork vibrating are one-quarter 
of an inch long, but each has 8000 
turns of wire .0006 inches in di- 
ameter. 

The transistorized electronic cir- 
cuit which controls the tuning fork 
requires about 8 millionths of a 
watt of power. 

The button-size 1.3-volt mercury 
cell which is the “Accutron’s”’ 
power source, is guaranteed to keep 
it running at least a year. Replace- 
ments, costing $1.50, can be easily 
inserted, the company said. 

3ulova says “Accutron” will need 


the services of a watchmaker only 
when it is damaged and malfunc- 
tions. This differs from conven- 
tional watches, it said, which re- 
quire preventive maintenance an- 
nually. 

Bulova began development of 
“Accutron” about eight years ago 
in its Swiss plant, General Bradley 
said. Max Hetzel, the Swiss horolo- 
gist and electronic engineer who 
invented the new timepiece, is now 
sulova’s chief physicist. 

William O. Bennett, vice-presi- 
dent in charge of research and en- 
gineering for Bulova, has directed 
development and production of 
“Accutron” for the past six years. 

The company has obtained nu- 
merous patents on its device. 


RJA names new exec and show manager, 
plans broader program to ald jewelers 


A number of administrative 
changes, including a new executive 
vice president and a new show 
manager, plus return of its main 
office from Washington to New 
York, were made last month by 
the Retail Jewelers of America, 
Ine. 

James C. Lucas succeeds Bernard 
N. Burnstine as executive vice- 
president. In association work 
since 1930, Lucas has been manag- 
ing director of the Indiana Jewelers 
Association for six years; during 
the last two years he headed RJA’s 
Advisory Council for state associa- 
tion affiliates. In addition, since 
1955, he has been executive vice- 
president of the 2000-member As- 
sociate Retailers of Indiana, Inc. 

Previous connections have been 
with the Columbus (Ohio) Chamber 
of Commerce, the Ohio State 





James C. Lucas 
new exec-veep 


George E. Gayou 
will run trade shows 


Council of Retail Merchants, the 
Maine Merchants Association and 
the American Retail Federation of 
Washington, D. C. 


Gayous to Run Shows 


A father and son team well 
known to jewelers—George E. and 
Edward L. Gayou—will manage the 
trade shows in New York, Chicago 
and Los Angeles. In 1946, the 
Gayous produced the first National 
Jewelry Fair in Chicago for the 
National Association of Credit 
Jewelers. They managed this event 
for 13 years until the ANRJA- 
NJA merger. 

The Gayou organization also di- 
rects trade shows in the electronic, 
shoe and furniture fields. Office 
for the RJA trade shows will be in 
1198 Arcade Building, St. Louis. 

“We re-enter the jewelry trade 





Edward L. Gayou 
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show field with enthusiasm, looking 
forward to again contacting many 
business friends developed during 
our years of association with the 
industry,” George Gayou said. 
“This is a change in management 
only and not a change in policy,” 
RJA President Maurice Adelsheim 
Jr. declared in a letter to New 
York show exhibitors. “Space al- 
locations and assignments will be 
handled exactly as they have been 
in the past. The RJA Trade Show 
committee under Henry’ Ruhl, 
chairman, and Morton Abelson, vice 
chairman, will handle all policy 
Under the general di- 
rection of James C. Lucas, execu- 
tive vice-president, RJA will do 
everything possible to make the 
New York trade show as meaning- 
ful and beneficial as possible to 
our members and exhibitors.”’ 
Return of RJA’s main offices to 
New York, the jewelry capital, 
after a one-year experiment in the 


questions. 


national capital, was generally 


endorsed. 


Adelsheim Outlines Plan 

“With our new — association 
leadership, RJA will be getting 
itself in a new position to carry 
out certain long-range objectives 
which the directors feel are im- 
portant and vital for the next 
decade,” RJA President Adelsheim 
(S. Jacobs Jewelers, Minneapolis) 
declared. 

“We mean to do everything we 
can to help jeweler grow 
stronger in his community .. . to 
help his grow 
and to see that on a national level 
his best interests are served, par- 
ticularly in governmental affairs. 


each 


state association 


“The second long-range objective 
concerns the return of the Retail 
Jewelers of America, Inc., to its 
proper place as leader and spokes- 
man of the jewelry industry in the 
United States. We feel that many 
segments of our industry have not 
united retail 
organization has not been as strong 
as it should have been. Certainly, 
such things as promotion of our 
industry on a national level, ficti- 
tious advertising, trade marks, 
quality controls, among _ other 
things, are ali of primary interest 
to the retailer and work in those 
directions should be spearheaded 
by our association. 

“Lastly, we must build a better 


been because our 
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bridge of understanding between 
manufacturers and suppliers on the 
one hand and jewelry retailers on 
the other. Jewelers and their sup- 
pliers should have a partnership of 
mutual interest if we retailers are 
to continue to distribute jewelry 
and related products to the con- 
sumer . 

“These new ideas will unfold in 
the months ahead. For the present, 
we invite your suggestions, your 
enthusiasm and your encourage- 
ment as RJA embarks upon this 
new undertaking.” 


Ousted Officers Surprised 


RJA expected that Bernard N. 
Burnstine, its former executive 
vice-president, would continue 
working for the association, under 
Lucas’s direction, for an indefinite 
length of time. Some sort of Wash- 
ington liaison, it was also indicated, 
would continue. 

3efore the associations merged, 
Burnstine was Washington repre- 
sentative for the National Jewelers 
Association and was a NJA di- 
rector in 1956. He served RJA as 
acting executive vice-president 
from August 1958 to August 1959 
and as executive’ vice-president 
from August 1959 to Sept. 30, 1960. 
“During that period,’ Burnstine 
said, ‘“‘RJA’s membership increased 
by 50 per cent.” 

Early last month Burnstine re- 
signed as executive vice-chairman 
of the Jewelry Industry Tax Com- 
mittee, a position he had filled in 
Washington for several years with- 
out charge to JITC, inasmuch as 
RJA contributed his services. He 
also resigned his RJA job effective 
Oct. 31. He planned, after a vaca- 
tion, to “look around and see what 
I can find, preferably within this 
industry, which I feel that I know 
well.” 

Charles M. Isaac appeared aston- 
ished at his dismissal on Sept. 29 
as vice-president in charge of trade 
shows. 

He promptly organized Behr 
Enterprises, Inc., with himself as 
president, to manage trade shows 
and exhibits in non-jewelry fields. 


Gorham directors name 


O’Kane vice-president 


John R. O’Kane was elected vice- 
president of the Gorham Manufac- 
turing Co. at a board meeting Oct. 


John R. O’Kane 


heads Gorham sales 


3, Wilbur H. Norton, president, an- 
nounced. 

O’Kane succeeds Burrill M. Get- 
man who is on special assignment 
to Eaton Paper Co., a _ recently- 
acquired Gorham subsidiary. 

O’Kane, who has been with the 
Gorham organization since 1934, 
will be responsible for sales of all 
Gorham and Alvin sterling lines, 
stainless steel, plated ware, me- 
morials, silver polish, ecclesiastical 
products, brass giftwares and case 
goods. 

He was appointed general sales 
manager in May, 1959, and later 
that year was elected a vice-presi- 
dent of the Gorham Co., sales sub- 
sidiary of Gorham Manufacturing. 
O’Kane was named a director of 
the Gorham Co. in April, 1960. 

Norton also announced that 
ground was broken Sept. 29 for an 
18,000-square foot addition to Gor- 
ham Manufacturing’s main plant 
in Providence, R. I. 

The addition, which will cost 
about $175,000, is scheduled for 
occupancy around Jan. 1. 


Diamond sales behind; 
DeBeers to make grit 


Sales of diamonds from African 
producers in the third quarter of 
1960 ran nearly $1.8 million behind 
sales for the same period in 1959. 

According to figures released by 
the Central Selling Organization in 
London, industrial diamond sales 
for the third quarter rose to $19,- 
080,622, the highest third-quarter 
sales figure on record. Gem dia- 
mond sales, however, were $44,105,- 
042, compared to $47,295,508 for 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1960 





the third quarter of 1959. 

For the first three quarters of 
this year, gem and industrial dia- 
mond sales amounted to $185,626,- 
064, second only to last year’s rec- 
ord high for the same period of 
$191,539,172. 

DeBeers Consolidated Mines, 
Ltd. has announced that it will be- 
gin production of synthetic dia- 
mond grit on a commercial scale. 
DeBeers perfected the method of 
production last year, but has not 
previously produced artificial dia- 
monds in quantity. The General 
Electric Co. is already producing 
synthetic diamonds for industrial 
use. 

“At the present time there are 
ample stocks of natural diamond 
grit for the world market,” the 
DeBeers announcement said. “In 
view, however, of the interruption 
of diamond mining operations in 
the Congo, the production of syn- 
thetic material is being undertaken 
as a precaution... .” 


Watch bracelet imports 
show gain in first half 


Watch bracelets imported into 
the U.S. in the first half of 1960 
increased 53.3 per cent in quantity 
and 66 per cent in value, over the 
corresponding period of 1959. 

This could mean a 1960 total of 
over 18 million watch bracelets im- 
ported, says the consumer durable 
goods division, business and de- 
fense services administration, U.S. 
Department of Commerce. 

The division’s estimate is based 
on the record of imports in 1959, 
when 43 per cent of the year’s total 
was imported during the first six 
months. 

From January to June, 1960, a 
total of 8,171,880 watch bracelets 
valued at $1,210,199 entered the 
country. This compares with 5,330,- 
112, valued at $739,192 in 1959. 

Approximately 98.3 per cent of 
the watch bracelets imported in 
1960 are valued at over 20¢ but 
under $5 per dozen. Japan supplied 
74.9 per cent of the watch bracelets 
in this price range, with Hong 
Kong accounting for another 24.4 
per cent. 

For watch bracelets valued over 
$5 per dozen, France has become 
one of the three largest suppliers, 
along with West Germany and 
Switzerland. 
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Balfour charged with ‘unlawful monopoly’ 
in civil suit filed by insignia goods maker 


A Columbia, Mo., manufacturer 
of insignia goods is seeking $1.5 
million in damages in a lawsuit 
filed against L. G. Balfour Co. of 
Attleboro, Mass., two other insig- 
nia goods firms allegedly 
ciated with Balfour, and more than 
100 Greek letter college fraterni- 
ties and sororities. 

The suit was filed by J. A. Buch- 
roeder & Co. in the United States 
District Court for the western dis- 
trict of Missouri, central division. 

It claims the defendants have 
violated the Sherman Act through 
“unlawful monopoly, attempts to 
monopolize, (and) combinations 
and conspiracies to restrain trade 
and commerce... .”’ 

Named as the “Balfour Defen- 
dants” are Lloyd G. Balfour, indi- 
vidually, the company he founded, 
and the Burr, Patterson & Auld 
Co. and Edwards Haldeman & Co., 
two insignia goods firms in Mich- 
igan. Included as part of the 
“Fraternity Defendants,” in addi- 
tion to the individually listed 
fraternities, are three fraternity 
organizations, the National Inter- 
fraternity Council, National Pan- 
hellenic Conference and the Inter- 
fraternity Research and Advisory 
Council. 


aSso- 


The suit charges that fraternity 
members no longer have the free- 
dom of choice in purchasing in- 
signia goods which they had in 
1914—the year when the Balfour 
Co. went into the insignia goods 
business. According to the com- 
plaint, “fraternity members today 
are prohibited from purchasing in- 
signia goods from any person or 
party not connected with the Bal- 
four Defendants under the threat 
and fact of disciplinary action, in- 
cluding expulsion.” 

More than 100 jewelry firms 
contributed to the development of 
the insignia goods business, the 
suit says, but one dozen firms con- 
centrated on this work and re- 
ceived much of the business prior 
to 1914. The suit charges that “as 
a result of the illegal conspiracy 

. more than 90 per cent of the 
pre-existing sources of manufac- 
ture and distribution of insignia 
goods have been eliminated. és 

According to the suit, the Bal- 
four Co. has accounted for 80 per 
cent of the insignia goods business 
since prior to 1946, and the “Bal- 
four Defendants” have accounted 
for 95 per cent, the same percent- 
age of the market which the frater- 
nity membership allegedly holds. 


WELCOME ABROAD: Rufus A. Fulton, right, vice-president, Hamilton Watch 
Co., welcomes Wallace Silversmiths, Inc., executives as they move into offices 


in Hamilton’s Lancaster, Pa., plant. 


Henry S. Allen, general sales manager 


for Wallace, shakes hands with Fulton, as William J. Regan, assistant director 
of retail sales, and Raymond H. Schmidt, advertising manager, look on. The 
manufacturing operations of Wallace will continue in Wallingford, Conn. 
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The “Balfour Defendants” have 
“enjoyed a monopoly” in this busi- 
ness, according to Buchroder’s 
suit. 

It further charges the defen- 
dants with conspiring to restrain 
and monopolize interstate trade 
and commerce in insignia goods, 
so that they “might substantially 
eliminate competition” from inde- 
pendent manufacturers. 


Describes Methods 


Among the methods cited by the 
suit to accomplish the alleged con- 
spiracy’s purposes were: 

The procurement of Sole Official 
Jeweler Contracts or similar agree- 
ments with more than 90 per cent 
of all fraternities, which created a 
“captive market.” 

The organization and use of the 
Interfraternity Research and Ad- 
visory Council to secure these con- 
tracts. 

Selling and/or threatening to 
sell goods at an unreasonably low 
price in order to eliminate competi- 
tion, and giving and/or threaten- 


ing to give away these goods for 
nothing. 

Refusing to deal with suppliers 
and/or customers of independent 
manufacturers. 

Representing that certain manu- 
facturers and others were inde- 
pendent concerns although they 
were owned in whole or in part or 
controlled by one or more of the 
“Balfour Defendants.” 

Buchroeder’s suit claims dam- 
ages of $500,000 and asks for 
three times this amount from the 
defendants in addition to attor- 
neys’ fees and the costs of the legal 
action. 

In a second count, the suit asks 
that the defendants be permanent- 
ly enjoined from continuing the 
allegedly illegal acts described in 
the first count. Buchroeder also 
asks the court to order the defen- 
dants to publish prominent notices 
in the next 12 issues of all frater- 
nity publications confirming his 
good credit and that the quality 
of his goods is equal or superior to 
that of the “Balfour Defendants.” 


sterling design contest winners stress 


starkly functional form in flatware entries 


went on display at the Museum of 
Contemporary Crafts in New York. 
Each of the top five won a $1000 
prize. 

The competition was 
sored by the museum and the In- 


Two Swedish and two Israell 
artists were among the five whose 
designs were selected for special 
notice when results of the Interna- 
tional Design Competition for Ster- 
ling Silver Flatware were an- 
nounced Sept. 23. 

The fifth artist honored by the 
jury of award was from Finland. 
The 22 final entries in the contest 


FROM FINLAND: Tapio Wirkkala of Finland is the 


best-known of the five award winners 


design contest. 
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ternational Silver Co. The com- 
pany will produce at least one of 
the 22 final designs after complet- 
ing a “survey in depth” to deter- 


in the flatware 
of Israel. 


mine which patterns are favored 
by the American housewife. 

The dominant trend in the con- 
test entries, according to its spon- 
sors, is toward “pure” line, with 
emphasis on starkly functional 
form. However, several of the de- 
signs were executed in a sculptured 
concept in which the functional 
line is softened, molded, high- 
lighted or faceted. 

The contest’s sponsors also point- 
ed out three designs which they 
suggest “perhaps come closest to a 
satisfactory prediction of designs 
to come.” These combine beauty 
and function through a “new ex- 
pression of surface enrichment” 
with a streamlined silhouette. 

In general, the contest entries 
produced shorter and_ stubbier 
forks, knives reflecting the influ- 
ence of the scalpel, with shorter, 
wider blades, and spoons that are 
squared, rounded and pointed. 

Walter Morris of International 
said all 22 of the final designs are 
being shown to the women being 
polled. “They don’t agree entirely 
with the judges, but they’re on the 
side of simplicity,” he said. 

The museum exhibit will run 
through Dec. 4, and includes a sup- 
plementary section tracing the his- 
tory of eating tools. After the New 
York showing a traveling exhibit 
will tour the country. 


Robert Heglund elected 


Michigan jewelers head 
Robert J. Heglund of Heglund 
& Beyer Jewelery, Bay City, Mich., 
was elected president of the Michi- 
gan Jewelers Association at its an- 


nak 


FROM ISRAEL: Another of the top five awards in the 
International Design Competition went to David Gumbel 
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R. J. Heglund 


Michigan jewelers president 


nual convention and jewelry show, 
Sept. 24-26, in Grand Rapids. 

More than 800 jewelers, watch- 
makers and their wives attended 
the 53rd annual meeting. Howard 
Morrison of Paul Morrison Jew- 
elry, Kalamazoo, was named vice- 
president. The new treasurer is 
Patrick Hodges of Hodges Jewelry, 
Hastings. 

“Successful Jewelry Store Sell- 
ing” was the convention theme. 
Featured speakers were: John D. 
Shaw, International Silver Co.; 
Jerry Connor, president of Na- 
tional Bridal Service, Inc.; and W. 
V. Wrye, Jr., national sales man- 
ager of Dukes Corp. 

Wrye spoke at a special “Early 
Bird Breakfast” given for store 
owners and board members. Women 
attending the convention partici- 
pated in a tea, Sept. 25, and a local 
TV program, Sept. 26. 

The group’s 1961 convention will 
be in Lansing at the Jack Tar 
Hotel, Sept. 30 and Oct. 1. 


Howard Keily re-elected 
president of lowa RJA 


The Iowa State Retail Jewelers 
Association re-elected Howard 
Kelly of Denison as president at 
the close of its two-day convention 
in Cedar Rapids, Sept. 17-18. 

Also elected were: Dean Schlick 
of Charles City, vice-president; H. 
C. Helberg, Jr., of Marshaltown, 
secretary-treasurer; and W. E. 
Hartman of Storm Lake, Harold 
Hanke of Atlantic and Henry Sax- 
ton of Stuart, new directors. 
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AWI March watch inspection promotion 
has cooperation of industry associations 


To call attention to the “benefit 
of owning a quality watch and ser- 
vicing it properly” is the objective 
of the American Watchmakers [n- 
stitute watch inspection promotion 
scheduled for March. 

The AWI is sponsoring the Na- 
tional Watch Inspection Month 
with the cooperation of watch man- 
ufacturers, the Retail Jewelers of 
America, the Watch Material Dis- 
tributors Association of America 
and the Jewelry Industry Council. 

John M. Farrell, president of 
AWI, told representatives of these 
groups at a meeting in New York 
Oct. 5 that the AWI effort pri- 
marily would be of a public rela- 
tions nature. 

Farrell outlined two hoped-for 
immediate results of the campaign: 
(1) stimulation of watch service 
department business during the 
normally slack late winter period, 
and (2) making potential custom- 
ers aware of the advantages of a 
quality watch. 

The promotion had been spon- 
sored in the past by the Watch- 
makers of Switzerland and the JIC. 

Farrell said the AWI promotion 
will emphasize free watch inspec- 
tions. All jewelers will be urged 
to cooperate. 

The program will be adminis- 
tered by a national committee 
made up of representatives from 
the national associations and man- 
ufacturers. The AWI chairman will 
preside. Carl G. Sedan, executive 
director of the AWI, will act as 
the committee’s secretary and will 
direct the publicity campaign to 
be carried out by an agency which 
the AWI will employ. A budget of 
about $25,000 is planned for the 
promotion. 

Most of this is slated to go into 
a package mailing to 30,000 local 
jewelers. Included in the package 
will be: an 8 x 10 inch three-color 
card for use on a counter or as a 
window display centerpiece; a set 
of six advertisements (reproduc- 
tion proofs) for local use; an ex- 
planation of how to take best ad- 
vantage of the national campaign; 
and suggestions for obtaining local 
publicity. 

AWI is also obtaining six color 


prints of the film What Makes It 
Tick, which will be available to 
local jewelers for a $5 handling 
charge. The film on watch repair- 
ing was produced by the WMDAA 
this year. It has already been 
shown on nearly 100 television sta- 
tions to an estimated audience of 
15 million people. 

More than 200 local guilds and 
state associations will be supplied 
with the same materials as indi- 
vidual jewelers, plus publicity stor- 
ies which may be adapted by them 
on a group or individual basis. 

To round out the publicity cam- 
paign, feature stories will be sub- 
mitted to news services and edi- 
tors, and the AWI will seek the 
assistance of national manufac- 
turers and individual members of 
the RJA, the WMDAA and the 
JIC, 


American Gem Society 
announces 66 new titles 


The American Gem Society head- 
quarters in Los Angeles has an- 
nounced the names of 66 persons 
receiving new titles from AGS 
since January. 

Awards include Registered Jew- 
eler titles for retailers, Graduate 
Member (Wholesale) for whole- 
salers, and Certified Gemologist. 
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SANTA SELLS STERLING: “Trim 
Her Christmas Table With Sterling” 
is the theme of the Sterling Silver- 
smiths of America 1960 promotion, 
highlighted by this window or inte- 
rior display. It is available for $10 
from the guild at 551 Fifth Ave., 
New York 17, N. Y. 





The Registered Jeweler and 
Graduate Member’ (Wholesale) 
titles are given upon completion of 
a series of courses and examina- 
tions. The Certified Gemologist 
title comes after more advanced 
study, and also depends upon both 
the individual and his firm meet- 
ing the society’s standards of ethi- 
cal business conduct. 

New Certified Gemologists are: 
Kenneth R. Roland of Roland’s, 
Tell City, Ind.; Mary M. beattie 
of H. W. Beattie & Sons, Inc., 
Cleveland, Ohio; Paul R. Rousseau 
of LaFrance Jeweler, New Bed- 
ford, Mass.; Richard S. Shaft of 
Silvey’s, Inc., Waukegan, IIl.; 
Thomas H. Bolton, III, of E. J. 
Scheer, Inc., Rochester, N. Y. 

Others are: Warren W. Wood of 
Fremeau’s Jewelry, Burlington, 
Vt.; Wilmer F. Jean of Hardy & 
Hayes Co., [nc., Pittsburgh, Pa.; 
Robert E. Feeney of C. D. Peacock, 
Inc., La Grange Park, Ill.; Roger 
E. Hunt of Ocala Jeweler, Inc., 
Ocala, Fla.; Robert Limon of 
Robert Limon, Washington, D. C.; 
Louis J. Bernard, Jr. of Bernard 
and Grunning, New Orleans, La. 

Also: Robert B. Morrow of Arm- 
strong Jewelers, Waco, Tex.; W. 
W. Brown of Brown’s Jewelry, Mc- 
Allen, Tex.; Glenn R. Nord of 
Morrison-Adams Jewelers, Lemon 
Grove, Cal.; Virgil L. Luke of Luke 
& Vondey Jewelers, San Bernar- 
dino, Cal.; Dorothy Ann Larson of 
H. G. Larson, Kewanee, IIll.; and 
William H. McDonald of William 
H. McDonald, Fresno, Cal. 


Mass., R. I. legislators 
Support jewelry makers 


Several members of Congress 
have joined the manufacturing 
jewelery industry in an appeal for 
true reciprocity in international 
trade. 

An appeal has been sent to Un- 
der Secretary of State Douglas 
Dillon, who will be the United 
States chief delegate to the ses- 
sions at Geneva this fall, by four 
U. S. Senators and three Repre- 
sentatives. 

The senatorial 
Theodore Francis Green (Dem.) 
and John O. Pastore (Dem.) of 
Rhode Island, and Leverett Salton- 
stall (Rep.) and John F. Kennedy 
(Dem.) of Massachusetts. 

Representatives who also signed 


group includes 


110 


are Aime J. Forand (Dem.) and 
John E. Fogarty (Dem.) of Rhode 
Island and Joseph W. Martin 
(Rep.) of Massachusetts. 

Together they represent the prin- 
cipal area for the production of 
low and medium-priced jewelry. 

The letter cites “a most unique 
and incongruous foreign trade di- 
lemma” of the jewelry industry. 
“On the one hand,” it states, 
“large quantities of jewelry have 
been imported into the United 
States, free of restriction except 
for a moderate tariff; on the other 
hand, United States jewelry ex- 
ports have been curbed by various 
devices by every major consuming 
nation of the world for the past 13 
years, or since the inception of 
GATT. 

“While imports of low and med- 
ium priced jewelry rose from $6 
million to $24 million from 1946 
to 1959, United States exports of 
these products dropped from $22 
million to $8 million. This drastic 
cut in the jewelry export market 
was caused principally by discrimi- 
nating restrictions imposed by for- 
eign governments on United States 
jewelry products. Many countries 
have relaxed controls on other prod- 
ucts, but continue to bar American 
jewelry from entry.” 

The letter describes various re- 
strictions now in effect on Ameri- 
can jewelry exports and asks that 
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this situation be considered at the 
GATT conference. 

“We submit that true ‘recipro- 
cal’ trade demands the elimination 
of these discriminatory and unfair 
foreign trade barriers against 
American-made jewelry,” the legis- 
lators said, “and submit that fur- 
ther tariff concessions on jewelry 
products should not be considered 
by the United States until these 
restrictions are eliminated.” 


Montana jewelers elect 


Rausch new president 


Kenneth J. Rausch of Cut Bank 
was elected president of the Retail 
Jewelers Association of Montana at 
Helena, Aug. 27-28. 

Other officers chosen were: 
Stoner of Helena, vice-president; 
Earl O’Neil of Great Falls, secre- 
tary-treasurer; and presidents for 
four zones, Elmer Kolstad of Glen- 
dive, eastern; Jerry Cummings of 
Billings, southern; George Hein- 
rich of Missoula, western; and Al 
DeHooge of Havre, northern. 

The association adopted a uni- 
form price for watch repairing and 
selected Billings as the site for the 
1961 convention, Aug. 20-21. 

Bernard N. Burnstine, executive 
vice-president of the Retail Jew- 
elers of America, was featured 
speaker at the meeting. He urged 
RJA affiliation for the association. 
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STATE RJA PRESIDENTS TOGETHER AT PACIFIC SHOW: This group, 
which includes RJA presidents from three western states, got together at a 
reception for jewelry trade association directors given by the Watchmakers 


of Switzerland during the 1960 Pacific Jewelry Show in Los Angeles. 


From 


left are: Robert Westover, west coast merchandising director for the Watch- 
makers; Ben Rosner, president of Arizona RJA; Richard Kern, president of 
California RJA; Edward A. Pernet, Consul General of Switzerland in Los 
Angeles; Peter Hugentobler of the Watchmakers’ New York office; and Paul 


Kurata, president of Hawaii RJA. 
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Florida watchmakers 
elect 1960-61 officers 


Bruce Burdette of Tampa, Fla., 
was elected president of the Flor- 
ida State Watchmakers Associa- 
tion Oct. 9, at the association’s an- 
nual convention in Orlando. 

Other officers elected for 1960-61 
were: Aaron S. Aronoff of Miami, 
first vice-president; Edwin M. Ken- 
nedy of Miami, second vice-presi- 
dent; John Gardner of Brandon, 
third vice-president; Bernard C. 
Petit of Jacksonville, secretary; 
John A. Kilpatrick of Dania, trea- 
surer; and Joe Erlenwein of 
Tampa, executive secretary. 

The two-day meeting at the 
Cherry Plaza Hotel Oct. 8-9 fea- 
tured Robert DuPont of Gremer 
Electronics of Switzerland as tech- 
nical speaker. 
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A HALF-CENTURY OF SERVICE: 
Peter J. Osmar, right, receives a 
sterling silver commemorative tray 
inscribed with facsimile signatures of 
those closely associated with him 
during his past 50 years with Inter- 
national Silver Co. John B. Stevens, 
vice-president for sales, makes the 
presentation at a dinner party. 


Total Swiss watch exports went up in ‘59 
although unit price of products declined 


Switzerland, the leading watch 
producing country, is exporting 
more and more low-cost, low-qual- 
ity watches, according to the Bu- 
reau of Foreign Commerce of the 
U. S. Department of Commerce. 

While total exports went up in 
1959, the value of exports re- 
mained relatively low. Emphasis 
on cheaper watches has stimulated 
employment in Switzerland, but the 
watchmaking industry in general 
has lagged behind Swiss economic 
growth as a whole. 

The United States continues to 
be the top market for Swiss 
watches, buying 11.1 per cent more 
in 1959 than in 1958. Sales in other 
parts of the world declined. 

Average unit cost of Swiss watch 
products slipped from 33.7 Swiss 
francs in 1958 to 30.7 last year. 
A Swiss franc is equal to about 
23¢. 

The value of watch exports in 
relation to total value of all Swiss 
export trade fell from 16.8 per 
cent in 1958 to 15.5 per cent in 
1959. However, the number of 
watch piece products exported in- 
creased by more than 4.5 million 
during the same period. 

Industry figures for the first six 
months of this year indicate that 
value of exports rose about 15 per 
cent. The Swiss government is 
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seeking to enhance the competitive 
position of the watch industry by 
relaxing many complex controls 
and regulations. Increasing inter- 
est in electric watches may also 
bolster the Swiss industry. 

Between 60 and 70 thousand per- 
sons are employed in watchmaking 
in Switzerland. From the begin- 
ning of 1959 to the year’s end, un- 
employment dropped from 590 to 
38. 

Construction of a medium qual- 
ity Swiss watch involves as many 
as 1650 separate operations. Many 
of the assembly steps are per- 
formed by skilled workers in their 
own homes. 


Kansas jewelers hear 
two business clinic talks 


Two Kansas business experts 
were featured speakers at the sixth 
annual Kansas Business and Sales 
Clinic sponsored by the Kansas Re- 
tail Jewelers Association, Oct. 16. 

Eugene P. Wetzel of Wichita, 
president of the Kansas RJA, and 
William Sellers of Emporia, chair- 
man of the clinic committee, pre- 
sided at the all-day meeting at the 
Broadview Hotel in Emporia. 

Kermit W. Oakes, owner and op- 
erator of the Credit Bureau for 
Emporia and Abilene, addressed 


the morning session. Oakes’ talk 
covered all aspects of credit, from 
the proper taking of an application 
to the collection. 

The afternoon session was con- 
ducted by F. E. Hartzler, director 
of small business management 
training for the Kansas State 
Teachers College and State Board 
of Vocational Education. Hartzler 
gave an illustrated talk on mer- 
chandise control, the importance 
of stock control, the ratio of profit 
to average inventory and the im- 
portance of departmentalization of 
bookkeeping. 

sernard N. Burnstine of the Re- 
tail Jewelers of America also at- 
tended the clinic and described the 
latest activities of the RJA. 


Connecticut RJA names 


Michaels to second term 


Richard Michaels of Michaels’ 
Jewelers in Waterbury was re- 
elected for a second term as presi- 
dent of the Connecticut Retail Jew- 
elers Association, Sept. 18. 

Others re-elected at the group’s 
annual convention at the Waverly 
Inn in Cheshire were: Harry Kap- 
lan of Bridgeport, vice-president; 
Edmund Talbot of New Haven, sec- 
retary; and Creighton Shoor of 
Manchester, treasurer. Harvey 
Mallove of New London was named 
vice-president. 

Approximately 450 jewelers and 
guests attended the one-day meet- 
ing. A jewelry store clinic and 
idea exchange was led by Michaels, 
Mallove, Kaplan and William Savitt 
of Hartford. A sales promotion and 
merchandising panel discussion 
featured: Wells Drorbaugh, Jr., 
publisher of Bride’s Magazine; 
Barbara Finlay of Seventeen Mag- 
azine; and John D. Shaw, general 
sales manager for International 
Silver Co. 

Benjamin B. Cooper of Cooper 
Jewelry Co. of Hartford, legisla- 
tive chairman, reviewed the asso- 
ciation’s efforts to obtain better 
control of the distribution of 
wholesale catalogs and of “going 
out of business” sales; and at- 
tempts to strengthen the existing 
“bait” advertising legislation. 

The convention concluded with a 
banquet featuring “An Evening in 
Switzerland” theme, including AlIl- 
pine yodeling and Tyrolean dances. 
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State of the Jewelry Business 


Japan continues to supply bulk of imported jewelry to U.S. market 


Foreign-made jewelry and jew- 
elry parts continued to flood the 
IMPORTS — — PaNeee b> agen U. S. market in the first half of 
Aug. fr an.- eee 

1960 Aug.1959 1960 Aug. 1959 ene om A : ee ste 

WATCH MOVEMENTS (Units) cent greater than during the same 
period of 1959. 


0-1 jewel 552, . r 

2-7 jewels Harps psn ""janate Been Ses Se See sae 

8-15 jewels 3,962 —8.8 26,994  —12.3 

16, 17 jewels 486,958 +2.8 3,751,034 +10.9 

over 17 jewels 792 —23.3 9,367 —11.5 tration, U. §. Department of 

all movements 1,145,956 +3.5 8,438,304 4+6.8 Commerce, show imports of $8,- 
DIAMONDS 015,272 in the first six months of 


uncut, by carats 64,304 —61.2 838,310 —18.5 this year, against $6,619,383 dur- 








sumer durable goods division, busi- 
ness and defense services adminis- 


uncut, by value —46.2 $56,243,824 —12.7 ing the comparable period of last 
cut, by carats +10.0 546,414 —5.2 year. 
cut, by value $5,267, ‘402 —9.7 $52,264,339 —6.4 More than 70 per cent of the 


CULTURED PEARLS $970,444 -—4.4 $10,003,984 +14.9 1960 six month’s total were im- 
IMITATION STONES $493,193 —31.6 —_ $3,699,194 


ports of jewelry and parts, made 
of metals other than gold or plati- 


EXCISE TAXES ‘abies % change num, in the value range between 
Apr.-June from Apr.- Jan.-June from Jan.- 20¢ and $5 per dozen. Imports of 


1960 June 1959 1960 June 1959 gold or platinum pieces accounted 


AMOUNT COLLECTED $32,583 , $96,384 46.7 for another 17.5 per cent. 
(add 7 Of the former classification, 


sswecess ~-------- Japan provided 65.5 per cent of 

VITAL STATISTICS % change % change the total imported, increasing its 
Aug. from Aug. Jan.-Aug. from Jan.- total shipments to the U. 8S. 23.3 
1960 1959 1960 Aug. 1959 wer cent 

MARRIAGES 150,000 +2.7 1,012,000 +2.5 Japan, West Germany and Italy 

BIRTHS ? 399,000 7 —— 2 Lecdurnnndll ae accounted for 78.8 per cent of the 

total value of jewelry imports in 


FAILURES °% change % change : 
Sept. % chan Jan.-Sept. ea rie the first half of this year. France, 


1960 Sept. 1959 1960 Sept. 1959 Hong Kong, Austria, Switzerland 
CASH JEWELERS 9 Ngee 98 _6.7 and the United Kingdom supplied 
INSTALLMENT JEWELERS 9 eh 32 —8.6 another 17.3 per cent. Imports 
WATCH REPAIRERS 8) » Seow 0 — 100.0 from West Germany increased 8.2 
WHOLESALERS 3 17 —41.4 per cent in value, while Italy regis- 
MANUFACTURERS 6 tered a 32.5 per cent gain. Most 
| ede — of the Italian products were of 
WHOLESALE JEWELERS’ DEPARTMENT STORE SALES gold and platinum. The German 
SALES AUGUST 1960 exports were primarily non-gold or 
% change °% change platinum, in the 20¢-$5 per dozen 

from from Jan.- value range. 
AUGUST 1960 Aug. 1959 Aug. 1959 Watch movement and uncut dia- 
FINE JEWELRY, mond import figures during the 


% change % change 
from from WATCHES +3 +3 summer months show a drop from 


Aug. 1959 July1960 | SILVERWARE, the rising trend evident during the 
SALES 43 140 | CLOCKS +6 +5 early part of this year. 
INVENTORY , COSTUME In the January-May period, total 
| JEWELRY +11 watch movements imported ran 
7 17.9 per cent above the same period 
METAL PRICES—MID- OCTOBER 1960 in 1959, and uncut diamonds 
(troy ounce, large lots) showed a 19.1 per cent increase in 
Mid-Oct. One Year value. 

1960 Ago % change The January-August totals, how- 
SILVER $.91 3/8 $.91 3/8 0 ever, show imports of watch move- 
PLATINUM $82 $77 46.5 ments this year now running only 
na oa co bese 6.8 per cent ahead of last year and 
uncut diamonds dropping 18.5 per 

cent behind the 1959 pace. 
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New York’s Black, Starr & Gorham marks 
150th anniversary with $3 million exhibit 


When Marquand & Co., the jew- 
elry store that was later to become 
Black, Starr & Gorham, first 
opened it was the only fine store 
of its kind in New York. 

The year was 1810. The city’s 
175,000 population traveled in 
horse-drawn carriages and used oil 
lamps to light their homes. Only 
two streets in all of New York 
were paved. 

Marquand & Co. opened in a 
modest stone building on lower 
3roadway. In the years that fol- 
lowed, the firm underwent five 
name changes, reflecting the names 
of its partners, and relocated six 
times to keep pace with the ex- 
panding fashionable and commer- 
cial world of New York. 

The company made the move to 
its present location at 594 Fifth 
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A GIFT FOR NEW YORK: Mrs. 
Robert F. Wagner, Jr., accepts for 
her husband, the mayor, and the city 
of New York a silver tray presented 
by Alfred A. Smith, president of 
Black, Starr & Gorham, on the 150th 
anniversary of the city’s oldest 
jewelry store. 


Ave. in 1912. Its name became 
Black, Starr & Gorham in 1940. 

To celebrate its 150th anniver- 
sary the store presented an exhibit 
of English and American original 
creations in precious metals valued 
at $3 million. 

The exhibit was on loan from 
The Worshipful Company of Gold- 
smiths of the City of London and 
the Gorham Co. Lord Nelson of 
Stafford, prime warden of the Wor- 
shipful Company, and Lady Nelson 
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formally opened the exhibit Sept. 
28. It was open to the public 
through Oct. 8. 

The Worshipful Company is a 
guild of goldsmiths and _ silver- 
smiths which was in _ existance 
prior to 1180 A. D. 

Among the pieces in the exhibit 
were the Ascot Gold Cup, symbolic 
of England’s top horse race, and 
the Gibbon Salt, an Elizabethan 
piece dating from 1579, valued at 
$50,000. 

Items in the exhibit loaned by 
Gorham were originals and repro- 
ductions of one-of-a-kind pieces 
dating from 1847 and never shown 
previously. 

As another part of the anniver- 
sary celebration, Alfred A. Smith, 
Black, Starr & Gorham president, 
presented to Mrs. Robert F. Wag- 
ner, Jr., wife of New York’s mayor, 
an engraved sterling silver tray 
depicting an historic scene from 
New York in 1848. At that time 
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ON DISPLAY: This 1859 coffee pot 
with a grape design in an abstract 
pear shape reminiscent of American 
Early Federal Silver was one of the 
historical originals from the Gorham 
Collection displayed at Black, Starr 
& Gorham’s 150th anniversary ex- 
hibit. 


the store was located opposite City 
Hall. 

Black, Starr & Gorham was the 
site of the first safe deposit system 
in America. It was established for 
well-to-do New Yorkers to store 
their jewels, silver and other valu- 
ables. 
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FACTS THAT MAKE FELCO YOUR BEST BUY 


IN CULTURED PEARLS... 


Stability — The Nation’s Oldest Cultured Pearl Specialist 


Famous for Value... Consistency of Product . . . Integrity 


Rounded, all-embracing battery of Selling Helps for the Jeweler 


Mats, Counter Cards, Merchandise Displays 


New Packaging 


All Pearls are Registered by Number 


* 
+ 
* 
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©@ New Hang-Tags 
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_ 
a 


More than a quarter-of-a-million DEB Pearl Necklaces 


now in circulation!!! “Repeat Business” Insurance! 


Comprehensive Memo Selections insure larger unit sales 


Felco’s large stocks make it possible for us to 


ship orders same day received. 


Join up with Felco and you'll join us in SELLING PEARLS 


leo 


and reaping PROFITS! 


lbwred Parts 


NOW...To Serve You Getter...We’ve Moved to Larger Quarters...Easily Accessibie 
53rd Street and Fifth Avenue—and You Are Cordially invited 
Jack J. Felsenteid, inc.» 665 FIFTH AVENUE, New York 22, N. Y.+ Plaza 3-5650 
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BLACK DIA- 
MONDS: Two large 
blocks of polished 
Pennsylvania an- 
thracite coal are the 
backdrop for a dis- 
play of diamond 
watches at Hamil- 
ton Watch Co.’s 
newly-opened show- 
room at 30 Rocke- 
feller Plaza in New 
York. The anthra- 
cite deposit from 
which these pieces 
came is an_e esti- 
mated 250 million 
years old. Geolo- 
gists consider 
“hard” coal a car- 
bon ‘‘brother’’ of 
of the diamond. It 
has some use in 
novelty jewelry. 
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AT BUSY PACIFIC JEWELRY 
SHOW: Barney Goldberg, Pocatello, 
Idaho, receives his badge from Col- 
lette Harrison, executive secretary of 
the California RJA. With him are, 
from left, Mrs. Goldberg; Charles 
Isaac, then an RJA _ vice-president; 
Richard Kern, president of CRJA; 
and Durward Howes, III, general 
show chairman. 
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TWILIGHT ZONE: Rod Serling, 
writer and narrator of the TV series, 
“The Twilight Zone,” autographs his 
new book, “Stories from the Twi- 
light Zone,” at the Ithaca, N. Y., 
store of Altman and Green, Jewelers. 
Frank G. Hammer, left, manager of 
the store, assists Serling, who auto- 
graphed copies for more than 200 
people during his one-hour visit. 


MONTRES ET BIJOUX: Here are 
two of the striking new watch styles 
introduced at the international Watch 
and Jewelry Show in Geneva, Swit- 
zerland. The bracelet timepiece on 
the left, shown by The Watchmakers 
of Switzerland, has sections of green 
and blue enamel edged with gold and 
is dotted with pearls. The unique 
shape of the watch also attracts at- 
tention. On the right, wood and ivory 
form the setting for this massive 
bracelet watch. Selected as an entry 
for the Geneva prize, this watch has 
a band of gold separating the dark 
mahogany on the outside from the 
ivory which forms the white center. 
The watch is covered with a bubble 
crystal. Watches shown this year in- 
dicated a growing awareness of the 
fashion influence in jewelry styles. 
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HOME FROM ROME: Col. Harry D. 
Henshel, vice-chairman of Bulova 
Watch Co., and his wife debark from 
the Queen Mary in New York on re- 
turning from the Olympic Games in 
Rome. During World War II, Colonel 
Henshel was one of 14,000 American 
troops brought back aboard the same 
ship. Colonel Henshel completed his 
fourth consecutive tour of duty as 
general chairman of the City of New 
York Committee for the 1960 Olym- 
pic Games. 

> 
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MISSILE WITH THE JITTERS: The 
missile nose cone liner and the tech- 
nician holding it only appear to have 
the “shakes” as they are reflected by 
eight panes of glass. The window is 
in a new multi-purpose high altitude 
test chamber at the Bulova Research 
and Development Laboratories in 
Woodside, N. Y. The nose cone liner, 
crammed with intricate timing and 
sensing instruments, will be tested 
in the chamber. The eight panes of 
glass are needed to withstand the 
pressures of vibration testing in sim- 
ulated rapid ascents and descents of 
66 miles. Bulova makes components 
for warheads of 19 missiles. 


WOMAN-TO-WOMAN: Three Day- 
ton, Ohio, women are now corre- 
sponding with three European coun- 
terparts as a result of a local person- 
to-person project sponsored by the 
Women’s Council on World Affairs, 
which hopes to expand the program 
to national proportions. Edwin K. 
Levi, seated, president of Rogers & 
Co., Dayton jewelers, and Sigmund 
Wilson, not pictured, the firm’s asso- 
ciate store manager, helped launch 
the project. Levi returned from a 
recent trip to Europe with a Gubelin 
wrist watch for each of the Dayton 
correspondents —a_ gift from their 
European “pen pals.” To reciprocate, 
the Dayton Area Chamber of Com- 
merce will decide on return gifts and 
Levi will deliver them on his next 
trip to Europe. Two of the European 
correspondents are from Lucerne, 
Switzerland, Alice Stalder, left, and 
Beatrice Grimm. Standing is Dr. 
Walter Gubelin of the Swiss watch 
firm. The third correspondent in 
Europe is from Paris. 
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schick notes 30th year 
of electric shaver use 


Thirty years ago the first suc- 
cessful electric shaver was intro- 
duced by Col. Jacob Schick. Since 
that time more than 66 million dry 
shavers have been sold. 

Colonel Schick first envisioned 
the dry shaver in 1910 when he 
was an Army lieutenant stationed 
in Alaska. It took him 17 years to 
perfect the device, for which pat- 
ents were issued in 1928. Produc- 
tion began in 1930. 

In 1955 the company Colonel 
Schick founded moved from Stam- 
ford, Conn., to Lancaster, Pa. 


Brandeis to host dinner 
for president of Omega 


Some 500 jewelry industry ex- 
ecutives will pay tribute to Nor- 
man M. Morris, president of the 
Omega Watch Co., at a testimonial 
dinner Jan. 12 at the Waldorf-As- 
toria Hotel in New York. Brandeis 
University of Waltham, Mass., is 
giving the dinner. 

Morris will be honored for his 
contribution to industry and to 
philanthropic and charitable causes. 

He has served as industry chair- 
man of the Federation of Jewish 
Philanthropies of New York, the 
United Jewish Appeal and the 


Norman M. Morris 
philanthropist will be honored 


American Red Cross. He is cur- 
rently chairman of the jewelry di- 
vision of the National Foundation 
of Greater New York March of 
Dimes and United Cerebral Palsy 
campaigns. 

A past president of the Ameri- 
can Watch Association and the 24 
Karat Cub of New York, Morris is 


now a director of these organiza- 
tions. He is treasurer of the Jew- 
elry Security Alliance and a board 
member of the Jewelers Vigilance 
Committee. 


Sheffield Watch plans 


to open Swiss facilities 


Sheffield Watch Co. of New York 
will open a wholly-owned plant in 
Sissach, Switzerland, according to 
Henry Federman, Sheffield presi- 
dent. 

Federman said the new plant 
facilities are necessary to meet an 
anticipated 20 per cent increase in 
sales volume in 1961. 

Federman predicts the sales in- 
crease will result from increased 
consumer acceptance of the watch 
as a fashion accessory. The Shef- 
field line promotes the idea of a 
different watch for every occasion. 


Sherer elected to head 
new jewelers group 


Merritt B. Sherer, Jr., of Denver 
is president of the newly formed 
Rocky Mountain Retail Jewelers 
Association, which held its first 
meeting Sept. 18 at the Cosmopoli- 
tan Hotel in Denver. 

Sherer said more than 100 re- 
tailers have joined the new group. 
Other officers elected were Leland 
A. Ellis, vice-president, and W. G. 
Van Every, secretary-treasurer. 

Keynote speaker at the organiza- 
tion’s first meeting was William 
3aumgardt, vice-president of C. A. 
Kiger Co. of Kansas City. He spoke 
on diamond procurement, cutting 
and appraisal. 

The association plans to work 
with the Better Business Bureau 
to develop local and state legisla- 
tion to protect the public from mis- 
leading business practices. Mem- 
bers of the group are provided with 
a seal of approval to display in 
their stores. 


Correction: 

Jacques Kreisler Manufacturing 
Corp.’s “Boutique” watchbands for 
women are available in yellow or 
white finishes—not in 14K gold as 
stated in the September “They’re 
New” columns. 

The company has entered the 
14K gold field with a complete line 
of men’s and women’s 14K watch- 
bands, but the latter is not the 
“Boutique” series. 
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FAST 


» Irving Fabrikant of M. Fabrikant 
& Sons will be 1960-61 jewelry divi- 
sion chairman for the fund raising 
drive of the Federation of Jewish 
Philanthropies of New York. Henry 
Peterson of Feature Ring Co., 1959- 
60 chairman, will serve as co-chair- 
man this year. 

=» Nine tables featured sterling silver 
flatware at the September Home- 
furnishing Show at the New York 
Coliseum. Firms providing sterling 
for the tables included: Alvin, Gor- 
ham, Heirloom, International, Kirk, 
Lunt, Reed & Barton and Towle. 

» Larger quarters in a new factory- 
showroom were opened Oct. 15 at 54 
Canal St., New York, by Jayposon, 
manufacturers of 14 K gold charms, 
jewelry, discs and rings. 

» Philip Piaskin of Hamilton Watch 
Co. showed a film, The History of 
Time, at the Sept. 27 meeting of the 
Jewelers 24 Karat Association of 
Western New York. Richard May, 
president of the Watchmakers Guild 
of Western New York, held a question 
and answer period after the film. 

» Robert W. Pretzfelder is president 
of the newly-formed Tryon Jewelry 
Manufacturing Co., with offices and 
factory at 123 W. 45th St., New York. 
The firm will manufacture 14 karat 
gold charms. Elder Co., also headed 
by Pretzfelder, will be located at the 
same address. 

» Gruen Watch Co. has moved to its 
new address, the Gruen Building, 20 
W. 47th St., New York. 

» Meetings of the Horological Society 
of New York will be open for a limited 
time to members of the American 
Watchmakers Institute who are un- 
affiliated with any local guild in the 
metropolitan New York area. The 
meetings are also open to non-mem- 
bers. 

» Ben Feldman, watches and jewelry, 
has leased space in a building at 25 
W. 43rd St., New York. 

» Julia Sze, a TV fashion consultant, 
has become vice-president of the Josef 
Morton jewelry firm. The Morton line 
will be geared primarily for television 
presentation to the public. 

s Al Rosen, associated with Rudolph’s 
jewelry stores in the Albany, N. Y., 
area for 10 years, has been named 
manager of the firm’s Schenectady, 
N. Y., store, at 416 State St. 

» David Flavin has opened a jewelry 
store in Norwich, N. Y., in a location 
formerly occupied by McNeil Jewel- 
ers. 

» Rose Jewelers of Patchogue, N. Y., 
will open a jewelry store in Riverhead, 
N. Y., in a new building being con- 
structed for the firm on E. Main St. 
=» Schneider Bros., jewelers in Os- 
wego, N. Y., will move from E. First 
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St. to 8 E. Bridge St. this fall. 

= Norbert H. Fluhler, a Swiss jeweler 
who operates his own shop in Tarry- 
town, N. Y., designed the torch car- 
ried by the runner in the opening cere- 
monies of the Olympic Games in 
Rome. 

x» John Guth, manager of Pugh Bros. 
Jewelry in DuBois, Pa., has _ been 
elected lieutenant governor for Penn- 
sylvania Kiwanis division nine. 

» Nespoli’s Jewelry in Bloomsburg, 
Pa., has donated an illuminated clock 
to a local youth center project. 

=» Lester’s Furniture, Appliance & 
Jewelers, located in Buffalo, N. Y., at 
450 William St., has obtained new 
quarters at 1288 Jefferson Ave. 

» A display of over 70 fine American 
silver services, valued at more than 
$125,000, was shown at Wiss Jewelry 
stores in Newark, East Orange and 
Montclair, N. J. during the week of 
Oct. 3. 

» Taus Imports, Inc., importers of 
silver and giftwear, will occupy 5000 
square feet leased at 24 W. 25th St., 
New York. 

» Universal Beading Co., Inc., manu- 
facturer of beading, has leased space 
at 39 W. 37th St., New York. 

» Harris Diamond Co., Ince., 
leased space at 150 Fifth Ave., 
York. 

» Henry R. Melun, manager of Alt- 
man and Green jewelry in Massena, 
N. Y., will open a jewelry store there 
at 305 State St. 

» Joseph Bauhofer & Son, Albany, 
N. Y., jewelers, have moved from 11 
to 10 N. Pear! St. 

» Kalbe Co., 43 W. 24th St., New 
York, has purchased the plant and 
equipment of Joseph Lavelle Co., 
manufacturers of custom-made watch 
straps and belts. 

» Commodore Business Machines, 
Inc., has moved in New York from 34 
Hubert St. to 648 Broadway. 

» Joseph Mazzarino and Harry Ober- 
man won door prizes at the first fall 
meeting of the New York Jewelers 
Square Club, Oct. 3. The club will 
meet Nov. 14 instead of the usual De- 
cember meeting. 

» Guest speaker at the October 
meeting of the Horological Society of 
New York was Milton Putterman, 
vice-president in charge of manufac- 
turing for Benrus Watch Co., who 
explained what goes into the making 
of a quality watch. 
s Tiffany & Co.’s 
Fifth Ave. and 57th St. in New York 
provided an authentic background 
Sunday, Oct. 2, for the filming of a 
scene from Breakfast at Tiffany’s, a 
movie now in production. For au- 
thenticity the clerks in the film were 
played by Tiffany clerks. 
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GIBSON MEMORY BOOKS! 


The Most Complete Line of 
Memory Books in the World! 


Gibson Memory Books: Baby, 
wedding, anniversary, guest, gift, 
shower, testimonial, school mem- 
ory, teenage, graduation, diaries, 
photograph albums, family rec- 
ords, scrapbooks, hospital, musi- 
cal, travel; baby gift and shower 
cards. 
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UNUSUAL XMAS GIFT 
Canes and walking sticks 


Stock or custom made to fit any length. 
Gold, silver, horn or ivory handles on 
ebony, rosewood, etc. ngraving on 
Condine or on gold and silver bands. 
Largest assortment in the east—immedi- 
ate delivery. Send for free catalogue 
and price list. 


DAVID M. SOROKIN 


204 S. 11th St., Phila. 7, Pa. 
Est. 1924 





NEW 


» Mario Iopardo, Exeter, N. 
jeweler, has been elected president 
of the New England Guild of the 
American Gem Society. Other offi- 
cers elected were: Basil Clair of 
Newton, Mass., first vice-president; 
Alvin O’Leary of Worcester, Mass., 
second vice-president; and Ella J. 
Bird of Newton, Mass., secretary- 
treasurer. 

n Fred Gehring, owner of a watch 
and jewelry business in Stamford, 
Conn., for 40 years, has closed his 
store and joined Brown’s Jewelers at 
120 Broad St., Stamford, as a watch- 
maker. 

» Louis I. Solmonson of Berkeley 
Co. has been re-elected president of 
the Manufacturing Jewelers Sales 
Association. Also elected were: Jack 
Fleisig of Futurecraft Co., vice- 
president; Frank Brown of Bazar 
Manufacturing Co., secretary; Harry 
R. Auerbach of Ansul-Craft, Inc., 
treasurer; and Al Schuster, man- 
ufacturers’ representative, assistant 
treasurer. Rhode Island _ governor, 
Christopher DelSesto, paid tribute to 
the association at its annual dinner in 
Providence Sept. 24, citing the group 
for creating a world-wide reputation 
for Rhode Island-made jewelrv. 

s |. J. Preston & Son, Inc., Jewelers 
at 17 Church St. in Burlington, Vt., 
presented a place setting of silver to 
Wendy Masino, Miss Vermont of 1961. 
» The Northshore store of Long’s, 
3oston area jewelers, received an 
award of merit from the Gift and 
Art Buyer magazine in a table set- 
ting contest sponsored by the Garden 
Club Federation of Massachusetts. 

=» Richard’s Jewelers of Gardner, 
Mass., donated a wrist watch as a 
prize to the top fund solicitor of the 
local Jimmy Fund drive. 

» Malden Jewelry Co. in Malden, 
Mass., has had its store front remod- 
eled at 29 Pleasant St., Malden 
Squvare. 

» The Gorham Co. and Rae-Franec 
Jewelry Co. were among the Rhode 
Island firms that participated in that 
state’s disnlav at the Eastern States 
Exhibition at West Springfield, Mass., 
Sept. 17-25. 

» David A. Robertson has retired 
from active participation in Robert- 
sons’ jewelry, 5 Hollis St., Framing- 
ham, Mass., and turned the owner- 
ship of the firm over to his son, James 
A. Robertson. The business was 
founded in 1892 at its present location 
by the new owner’s late grandfather, 
David Robertson. 

» E. J. Kirouac has moved his Jewel- 
ry store in Gardner, Mass., from 2 
City Hall Ave. to larger quarters at 
80 Pleasant St. Six new show cases 
have been installed. 


ENGLAN 


a Philip Hiscock, for the past 10 
years with Pond Jewelers in Chelsea, 
Mass., has accepted a position as a 
department manager in Sears Roe- 
buck’s new store in Saugus, Mass. 

»s Lew F. Clark, who has just com- 
pleted 21 years in the Air Force, has 
opened a watch repair shop, called 
Lew Clark’s House of Time, at 65 
White St. in Waverly, Mass. 

s Nelson F. Cummings will move his 
jewelry business in January from 
Washington Green in Washington 
Conn., to Washington Depot. The lo- 
cation of the new store was incorrect- 
ly reported as New Milford, Conn., 
in the September issue of JC-K. 

a Six Gerber jewelry stores in Rhode 
Island and Massachusetts officially 
became Zale Jewelry Co. stores 
Sept. 29, after undergoing remodeling. 
The stores, purchased earlier this 
year, are in Providence, Olneyville, 
West Warwick and Woonsocket, R. I., 
and Fall River and New Bedford, 
Mass. 

» Credit men from sterling silverware 
manufacturing firms paid tribute to 
Orrin E. Jones, credit manager of 
Wallace Silversmiths of Wallingford, 
Conn., Sept. 21, at a dinner in East 
Providence, R. I. Vincent F. Chap- 
man, secretary of the Jewelers Board 
of Trade, presented diamond cuff links 
to Jones, who resigned from Wallace 
to enter the investment business. 

» A Lancaster Rose tea service by 
Poole Silver Co. of Taunton, Mass., 
was the first prize awarded by Han- 
son-Van Winkle-Munning Co. at the 
convention of the American Electro- 
plater’s Society in Los Angeles. 


NRMA spokesman calls 


excise rules inadequate 


John F. Wood, chairman of tke 
National Retail Merchants Associa- 
tion’s taxation committee, says 
newly proposed regulations cover- 
ing the retailers excise tax law are 
“still inadequate for proper inter- 
pretation” by retailers. 

Wood, however, called the regula- 
tions “steps in the right direction,” 
in a statement filed with the Inter- 
nal Revenue Service. 

The new regulations are the first 
overall revisions since the tax law 
was enacted in 1941. 

Wood’s statement also criticized 
the Treasury Department’s prac- 
tice of not making the private rul- 
ings issued to taxpayers available 
to retailers in published form. 
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MID WEST 


» Rogers Jewelry, an Ohio chain, 
opened its 20th store Sept. 15 in the 
Parmatown mall addition in subur- 
ban Cleveland. Paul J. DuBeck is 
manager of the new store. 

» Zale Jewelry Co. opened a store in 
Peoria, Ill., Sept. 15, at 107 S.W. 
Adams St., under the management of 
Sy hoxer. 

=» Meyer Jewelry Co. in Kansas City, 
Mo., is moving from 1105 Grand Ave. 
to 1015 Walnut St. The wholesale 
firm will occupy temporary space 
on the second and third floors of 
the building while remodeling of the 
first and second floors is underway. 
»s John Rauschenbach of LaPorte, 
Ind., celebrated his 50th anniversary 
as a registered watchmaker Sept. 2. 
» Carl J. Schermerhorn has _ pur- 
chased the Vern E. Overton Jewelry 
store in LaGrange, Ind. 

»s James W. Kovich will 
present jewelry store at 425 Central 
Ave., Great Falls, Mont., on Christ- 
mas eve, and after remodeling will 
open a specialty store featuring cus- 
tom jewelry, designed to order. 

» J. C. Moore has opened a watch 
repair shop at 135 E. Main St., Ben- 
ton Harbor, Mich. 

» Evans Jewelry in Urbana, Ohio, 
has moved from Scioto St. and Mon- 
ument Square to 117 Scioto St. 

=» Lewell Jewelry, at 102 Main St., 
Painesville, Ohio, doubled its size by 
remodeling in September. 

» Walter E. Ring has moved his 
jewelry business from Portage Plaza 
to the new Southland shopping cen- 
ter in Kalamazoo, Mich. 

=» Jack G. Maack has purchased the 
jewelry business operated by Jack 
Anderson in Kirksville, Mo., and 
changed the name to Maacks, Jeweler. 
=» Hy Gold has started Gold Jewelry 
Co., a wholesale jewelry firm at 12th 
and Walnut Sts. in Kansas City, Mo. 
=» Woods Jewelers, Inc. opened a 
second store in Wichita, Kans., Sept. 
15, described as Kansas’ largest 
jewelry store. Sam L. Raskin is pres- 
ident of the firm. His brother, Rus- 
sell Raskin, is manager of the new 
store at 1024 Parlane shopping center. 
» James K. Garrott has sold his in- 
terest in the second Garrott Jewelry 
store in Peoria, Ill., to his brother, 
Jerry Garrott, who will operate the 
store in the Lehmann Building under 
his own name. James Garrott will re- 
main at the Jefferson Building store. 
» John Cale is president of the new- 
ly-formed Western Reserve Watch- 
makers Guild in the Warren, Ohio, 
area. 

» Rheingold Jewelry Manufacturing 
Co. has opened at 1455 Xavier St., 
Denver, under the management of 
Samuel Joselit. 

» Fred L. Bohringer has 


close his 


opened 
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High-Fashion Jewelry at 1451 
Grant St., Denver. 


=» Weiss Jewelers has been opened | 


in Denver at 281 S. Sheridan Blvd. 
as a partnership by E. H. and R. L. 
Weiss. 


a Frank Hendrickson, owner of Mar- | 


lyn Jewelers in Dayton, 


Ohio, will | 


move his business from 1935 N. Main | 


St. to Forest Park shopping center. 
» At the Golden Roosters of Chicago 
fall stag, Oct. 20, at the Bismarck 
Hotel, these officers were elected for 
1961: Fred Hertel, Elgin Watch Co., 
chanticleer; Irving Seltz, 
Chain Co., seratcher; and Melvin L. 
Goldman, an _ attorney, 
nestegg. 

a Chester A. Watt, 
principal owner of Wood’s 
Rock Island, IIl., 
business starting Nov. 1. 
» The Chicago Jewelers’ 


Jewelers, 


Hilton Hotel, Jan. 7, 
draw 1100 persons. 
tor Carter Davidson 
speaker 
luncheon Oct. 20. 
» Guest speakers 
meeting of the Jewelers’ 
of Greater Chicago, Oct. 
Bismarck Hotel were: 
Cramer, 
keting Guild, 
ment Jewelry Merchandising” 
thur A. Phillips, 
of Retailer Advertising Service, on 
“Planning, Promoting and Profiting” 
and Samuel Bahrmasel, the Chicago 
Sun Times, on “The Prime Medium 
for Tomorrow’s Selling.” 

» Vincent F. Chapman, secretary of 
the Jewelers’ Board of Trade, visited 
the Chicago office on a four-day trip 
in September. 

» Jack E. Potasky, president of Pol- 
lock’s of Cambridge, Inc., 822 Wheel- 
ing Ave., Cambridge, Ohio, has sold 
the store to the Shaw-Rogers Co. of 
Akron, Ohio. The sale does not in- 
volve other stores owned by Potasky. 
»s Thomas J. Faussett, auctioneer 
who conducted the liquidation sale of 
the Fort Jewel Shop in Emporia, 
Kans., informed the Emporia Gazette 
that advertisements of the sale in 
that newspaper “brought bigger re- 
sults than any sale that I have con- 
ducted over the nation in the past 10 
years.” 
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= Zale Jewelry Co.’s St. Joseph, Mo., | 


store presented 12 Braille wrist 


watches to members of the Pony Ex- | 


press Association of the Blind. 

=» A tiara given to Empress Joseph- 
ine by Napoleon in 1804 was displayed 
in Denver, Oct. 7-11, at Neusteter’s 
Cherry Creek store. The tiara, ow ned 
by Van Cleef & Arpels, has 1000 dia- 
monds weighing 275 carats. The dis- 
play is in honor of Neusteter’s new 
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Antique & New 


Ask for Free Catalog 
Memorandums Invited 
HERZOG & ADAMS 


54 West 47 Street, New York 
Telephone JUdson 6-2753 








Van Cleef & Arpels Paris Jewelry 
Boutique. 

= Chester Smithers has sold his 
jewelry stock to Dempsey Hamner 
and his wife, operators of Hamner 
Jewelry at 620 Washington St., Chil- 
licothe, Mc. Smithers, who has closed 
Smithers Jewelry at 419 Locust St., 
purchased Hamner’s watch repair 
materials and is operating his watch 
repair business under his own name 
at the Hamner store. 


CE 


s Ferrell Mason has purchased How- 
ard Gentle’s interest in Mason Jewel- 
ers, Parkway City, Huntsville, Ala., 
and become sole owner of the firm. 

» Roy Morrow has opened Morrow’s 
Jewelry in Morganton, N. C., and 
appointed John T. Smith as manager. 
» Gordon’s Jewelers will occupy one 
of the new stores now being built in 
the $2 million addition to the Carroll- 
ton shopping center in New Orleans. 
» Lee Watson has opened Lee’s 
Watch and Jewelry Repair on Sunset 
Ave. in Rocky Mount, N. C. 

» Two Wheeling, W. Va., jewelry 
stores, Hancher Jewelry at 1223 Mar- 
ket St. and Rogers Jewelry at 1231 
Market St., have merged ownership. 


'm Talbert’s Jewelry in Landis, N. C., 


held a grand opening after renovation 
of the five-year-old firm was com- 
pleted. 

es Jack R. Salomonsky, president of 
B. F. Salomonsky & Sons, Norfolk, 
Va., has been elected president of the 
Norfolk-Portsmouth Retail Jewelers 
Association. He succeeds Joseph L. 
Hecht, president of Hecht’s Jewelers, 
Inc. Also elected were: Hyman A. 
Goldberg of Cooper’s, Inc., Ports- 
mouth, vice-president; and C. P. Har- 
mon, Norfolk, secretary-treasurer, re- 
elected for the 20th year. 

» Ellis Jewelers’ stores in Paris and 
Richmond, Ky., have been merged 
with the Kirk Jewelry chain and are 
now operating under the Kirk name. 
»s The Jewel Box in Harrisonburg, 
Va., began conducting business in the 
former Quality Shop room on E. Mar- 


| ket St. after fire destroyed the firm’s 


location in the Sipe Building. 

Krug, vice-president of the 
Association of Baltimore, 

has announced a goal of 350 watches 


| to be collected in its annual “Opera- 
| tion Angel” campaign, ending Nov. 5. 


Last year about 300 watches were 
collected, restored to good condition 
and donated to charity. 

» Murray Tevers, owner of Bond 
Jewelry Co. in Fairmont, W. Va., has 
moved the firm from 309 Adams St. 
to 325 Adams St. 

» Dowell’s Jewelry Shop in Charlotte, 
N. C., has joined with 19 other stores 
to form the Wilkinson Boulevard 
shopping center. The firms will co- 
operate in advertising and improving 


» Charles Jauch has been named 
manager of Schemel’s Jewelers new 
branch store at 8131 Colerain Ave., 
Groesbeck, Ohio. 

» The first designated heliport in 
Wisconsin has been established by the 
Parker Pen Co. on the roof of its 
Arrow Park manufacturing plant in 
Janesville, Wis. 

»s Kenneth R. Thomas 
Thomas Jewelry at 19 
Berea, Ohio. 


SOUTH 


the area. 

s Kay Jewelry Stores, Inc., is con- 
structing a new store at 7th and G 
Sts.. NW, Washington, D. C., a site 
where the company has maintained 
a store for over 30 years. Until the 
opening of the new store, expected 
about Dee. 1, the business is occupy- 
ing temporary quarters at 704 
Seventh St. 

» Barr Brothers has opened a store 
in the Riverside shopping center, 
Danville, Va., the 17th store in the 
Norfolk-based jewelry chain. Man- 
ager of the new store is Frank Shel- 
ton. 

s John Mullis, manager of the Staun- 
ton, Va., store of Fink’s Jewelers, 
Inc., has been awarded the title of 
diamontologist from the Diamond 
Council of America. 

» Gordon’s Jewelers has appointed 
Melvin Fiedelman as city supervisor 
for the firm’s two stores in Memphis, 
Tenn. Fiedelman joined the Gordon 
organization early this year as man- 
ager of the store at 110 S. Main St. 
» Charles Roy Lewis, formerly with 
S. & N. Katz in Baltimore, is now 
associated with Howard C. Heiss Co., 
Jeweler, 36th St. at Rowland Ave. 

ms A. H. Fetting Co., 314 N. Charles 
St., Baltimore, has been appointed as 
Baltimore representative for National 
Bridal Service, Inc. 

ao The Jewelers Association of Balti- 
more held its annual banquet and 
dance Oct. 16 at Blue Crest North in 
Pikesville, Md. Samuel Lakein was 
chairman of the banquet committee. 

» A jeweler from Sydney, Australia, 
Roy W. Beardmore, general manager 
of Angus & Coote, Pty. Ltd., spent 
two days in Atlanta, Ga., in consulta- 
tion with Jerry Connor, president of 
National Bridal Service, which has 
served the Australian firm for the 
past six years. 

» Ivy Baker Priest, treasurer of the 
U. S., and Rep. John R. Foley (Dem., 
Md.), have accepted honorary posi- 
tions as chairmen of the Operation 
Angel campaign being conducted by 
the Greater Washington Retail Jew- 
elers Association. The campaign was 
begun with a kickoff dinner meeting 
Sept. 28. The association’s annual 
banquet will be Nov. 13 at the Wood- 
mont Country Club. 


has opened 
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» Richard Reiner of Gildemeister 
Jewelers, San Antonio, is the new 
president of the Texas Jewelers As- 
sociation. Other officers elected at the 
association’s 54th annual convention 
were: John Duncan of Wagner 
Jewelers, Amarillo, first vice-presi- 
dent; and Tom Oliver of Oliver’s 
Jewelers, New Braunfels, second 
vice-president. The association estab- 
lished a president’s advisory council, 
to be composed of all past presidents; 
approved a group insurance plan; 
and heard a discussion of the present 
Texas tax situation. 

»e Texas Watchmakers’ Association 
will hold its 1961 convention in the 
Rio Grande Valley area.  Linard 
Stinnett of Pharr, Tex., convention 
chairman, said the exact location 
would be selected later. 

» Vernon Mitchell was appointed 
program director and R. J. Motsch 
was named membership committee 
chairman of the San Antonio Guild 
of the Texas Watchmakers Associa- 
tion. 

e B. C. Clark Jewelers, with two 
stores in Oklahoma City, Okla., had 
the best August business in the firm’s 
68-year history, according to a news- 
paper ad thanking its customers. 
» Claude Mott and his wife 

purchased Whitney’s Jewelry 

Gift Shop in Okemah, Okla., 
changed the store name _ to 

Jewelry. 

e Kirk Dial Co. of Dallas, Tex., has 
moved from the Praetorian Building 
to larger quarters in the National 
Bankers Life Building at the corner 
of Commerce and Ervay Sts. 

»e Fred H. Swenson of Dallas was 
elected president of the Southwestern 
24K Club at the organization’s first 
meeting, Sept. 11. Other officers 
named were: David J. Orman, vice- 
president; Arch M. Lyles, secretary; 
and Leo Kamion, treasurer. The 24 
charter members of the club will 
serve as the first board of directors. 
» Mildred Nunan and Frank Everts 
of Arthur A. Everts Jewelers in Dal- 
las have received the _ gold filled 
“Nugget of Knowledge” from the 
Gold Filled Manufacturers Associa- 
tion for completing a correspondence 
course given by the association. 

» Jack Ivers of American Time 
Products, Woodside, N. Y., and Ken- 
neth Kirk of Kirk Dial Co., Dallas, 
were guest speakers at a meeting of 
the Dallas Watchmakers Guild. 

»s Warren Seth has succeeded Max 
Lee as an instructor in the school of 
watch repair at Southwestern State 
College, Weatherford, Okla. 

» J. K. Crane has moved Crane 
Jewelry in Norman, Okla., from 227 
E. Main St. to 201 E. Main St., 
doubling the store’s floor space. 

s Boswell’s Jewelers at 509 S. Main 
St.. Tulsa, Okla., has been sold to 


have 
and 
and 
Mott 


Vandever Dry Goods Co., a _depart- 
ment store adjacent to the 72-year- 
old jewelry firm. The jewelry opera- 
tion will be continued as Boswell’s 
of Vandevers. 

# Richard Bryan, formerly with John- 
son Jewelry in Tyler, Tex., has 
opened his own store bearing his 
name in the Green Acres shopping 
center in Tyler. 

s Dillingham Jewelry, 
St., Hobart, Okla., 
eled. 


s Jim N. 


106 W. Fourth 
has been remod- 


been ap- 
Jewelry 


Buchanan has 
pointed manager of Zale 
Co.’s store at 711 Broadway St., 
Amarillo, Tex. Buchanan replaced 
Stanley Green who was transferred to 
Zale’s new store in Amarillo’s Sunset 
shopping center. 

» Sid Berns has been appointed man- 
ager of Zale’s new San Antonio, Tex., 
store, in North Star shopping center. 
a Kay’s Jewelers in Texarkana, Ark., 
gave away a free ticket to the Tex- 
arkana College football team’s open- 
ing game with each purchase of $5 
or more. 

» B. D. Howes & Son, of Pasadena, 
Cal., have opened a store in Phoenix, 
Ariz., managed by O. T. Lussier. 

» Meier & Co., Inc., wholesale jewel- 
ers in Phoenix, Ariz., held open house 
Sept. 24-25 at its new quarters in the 
Central Towers Building, 2727 N. 
Central Ave. 

a Carlos Carbajal has been ap- 
pointed head of the watchmaking de- 
partment of Braslau’s Jewelry Co., 
1001 Leopard St., Corpus Christi, 
Tex. 

» Dan Drain has opened a jewelry 
store in the second section of the 
Preston Forest shopping center in 
Dallas. 

» Roy Bartlett has opened a jewelry 
and repair department in San Anto- 
nio in the Menier Hardware Co. store 
in Northwest shopping center. 

» Ted Oliver’s third West Texas 
jewelry store has opened in Uvalde, 
Tex. Oliver’s other stores are in 
Lackny and Oloon. 

s Talmar Arrington has opened Ar- 
rington Jewelry at 120% NW First 
St., in Anadarko, Okla. 

» Corrigan’s Jewelers in Houston 
have purchased L. Lechenger Jewel- 
ers’ suburban stores at 2433 Univer- 
sity and 2035 W. Gray. 

=» Officers of the Arizona Retail 
Jewelers Association re-elected Sept. 
25 were: Ben Rosner, president; 
Dennis Naughton, vice-president; and 
Catherine Dennison, secretary-trea- 
surer. 

» Callaway & Pierce, Jewelers, has 
been opened in Phoenix, Ariz., at 42 
N. First St. by Ted Callaway and 
Dillard Pierce. 

=» Casas Adobes Jeweler 
Oracle Road, Tucson, Ariz., 
opened by Louis Fuhn. 


at 7055 N. 
has been 
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alive with 
quality 
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beauty and 
brilliance ata 
moderate price 
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1311 LOMBARD © STREET, 
PHILADELPHIA 47, PA. 








Importers of 


ENGLISH CHINA 
an 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N. Y. 
AL. 4-6104 














INC. 


CROWN DUCAL Dinnerware BELLEEK Chise 
MASON’S Irenstene Ware 


129 Fifth Avenue, New York 3, N. Y. 


MADDOCK & MILLER, 














PRESTIGE ADVERTISING 


Via the Practical Medium... . 
Priced Low! 


SNAKE STYLE KEY CHAINS 


Are Jewelry Finished 
ideal for Everyone 


© OPEN NEW ACCOUNTS 
® REVIVE OLD ACCOUNTS 
® HOLIDAY REMEMBRANCE 
e AID TO COLLECTIONS 


Only 27¢ in Gross lots (500's— 
26¢) ineluding your message on 
disk. Shipped prepaid if check ac- 
companies order. (Pa. jewelers add 
sales tax). Free newspaper mat 
for your promotion. App. 4” Itong 
overall; tag is §%” in diameter; 
chain 1%” long: ring 1!” in di- 
ameter. Write for free sample. 


Disk colors—White, Red. Black and 
Assorted. Gold or silver color chains, 
matching advertisements. 


Wohl « Box 765 « Lancaster, Pa. 
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ibverfi e 
Me. tlversa C 


LINED with 
PACTHIC 


REG. U. S. PAT. OFF 


Keystone in 
dozen lots 


Silverfile 
$15.95 


Silversafe 


like it. The best 
and safest way 

to store silver... 
Prevents tarnish 


forever. 
Order today from 


REEVE & MITCHELL CO., INC. 
580 Fifth Ave. *« New York 36, N. Y 











SAMUEL SIEDMAN’S 
SONS CORP. 


133 CANAL ST., NEW YORK 2, N. Y. 
CAnal 6-6898 


SWISS & AMERICAN WATCH PARTS 


MANUFACTURERS OF BRACELET CROWNS 
WATERPROOF CROWNS @ DUSTPROOF CROWNS 


® Spring Bars © Wind Pinions @ Mainsprings 
© Alloy Springs @ Axles @ Spring Rings 
® Swivels @ Clutch Wheels © Balances 
® Hands @ Tools @ Assortments ©@ Screws 
@ Findings @© Wheels ©@ Screw Drivers @ 
Jewels @ Stems @ Staffs @ Detents @ Yokes @ 
Set Bridges @ Tweezers @ Automatic Material 


WRITE DEPT. SS FOR FURTHER 
INFORMATION & PRICE LIST 

















WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel Cases, 17 Jewels. Inca- 
bloc, Unbreakable mainspring, Waterproof. $8.75 


Ladies FF 60, 17 Jewels, Incabloc, Unbreakable 
Mainspring, RGP Cases. $9.75 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 











EMERALDS 


Loose or mounted. Memo selections to rated 
lewelers. Write 


I. WIDESS & SONS 
220 W. Sth Street, Los Angeles 13, Calif. 


MAdison 6-147] 





WEST COAST 


ma The California Retail Jewelers As- 


sociation has scheduled the 1961 Pa- 
cific Jewelry Show for Aug. 27-29 at 
the Biltmore Hotel, Los Angeles. At 
a meeting of the CRJA board, these 
officers for 1961 were nominated: 
Richard M. Kern, president; George 
Finley, Jr., first vice-president; Marc 
tice, Jr., second vice-president; and 
Martin R. Thomas, treasurer. 

e Officers of the Santa Barbara 
Watchmakers and Jewelers Guild for 
1960-61 are: Les Marvin, president; 
Henry Johnson and Joe Johovoc, 
vice-presidents; Jerry Brown, secre- 
tary; and Hallor Good, treasurer. 

» The Contra Costa Watchmakers 
and Jewelers Guild met Oct. 4 and 
heard George Thomas of Williams & 
Petersen, San Francisco, speak on 
“The Relationship Between the Ma- 
terial House and the Watchmaker.” 
» Walter A. Watson, financial public 
relations consultant, spoke _ on 
“Money, Financial Security and Per- 
sonal Financial Management,” at the 
Sept. 12 meeting of the Jewelers 24- 
Karat Club of Southern California. 

» “Diamond Sales and Diamond 
Sales Areas” was the subect of Rich- 
ard T. Liddicoat, Jr., CG; Lester B. 
Benson, CG; and Ken Moore at a 
meeting of the Southern California 
Guild, American Gem Society. The 
new jewelers’ camera also was dem- 
onstrated. 

» Alterations have been under way 
at Hopkin Jewelers in Oakland, Cal., 
recently purchased by Walter Bray. 
»s John O'Reilly, for 19 years with 
KE. W. Reynolds Co., San Francisco, 
has joined Edward Elefant & Co., San 
Francisco. 

» Chaffin’s Jewelers, with stores in 
Santa Maria and Barstow, Cal., has 
opened a store at 112 E. Ocean Ave. 
in Lompoc, Cal., managed by Gordon 
Linton. 

» Larry Giannone and Don Mielke 
head the new jewelry department of 
Lieberg’s, 421 E. Main St., Alham- 


’ 


| bra, Cal. 


» Hans Larsen, Felix Cox and Herb 
Bosch have opened a jewelry store 
in Portola, Cal., the Three Jewelers. 
» Claude Preston, Exeter, Cal., 
jeweler, has moved to a newly remod- 
eled location on E. Pine St. 

» Roy Langwell and his wife have 
purchased Hendrix Jewelers in Chow- 


_chilla, Cal., from Joe Hendrix and 


his wife, Mrs. Langwell’s parents. 
The Hendrix name will be retained. 
» Verdo Gregory and his wife have 
sold Gregory Jewelers in Corcoran, 
Cal., to Peter Fabrie and his wife. 

» Virgil Pratt and his wife have 
sold Pratt Jewelry in Alturas, Cal., 
to Ray Riley, who will operate the 


| store with May Riley. 


e William Call has sold Hunter 


Jewelry, 2953 College Ave., Berkeley, 
Cal.. to Dale Helm, watchmaker, who 
will retain the firm name. Call has 
opened a new store in the Four-Cor- 
ners shopping center in Concord, 
Cal., under the name Will Call. 

»s R. V. Whittaker is now manager 
at the new Brookhurst Jewelers store 
at 937 S. Brookhurst, Garden Grove, 
Cal. 

» Ernest M. Conway has opened a 
watch repair shop for the trade in 
Room 736, 133 Geary St., San Fran- 
C1SCO. 

e Carl E. Steller has sold Steller 
Jewelers in Ventura, Cal., to Joe 
Abrahamson and his wife. 

e Herman Adler of the House of 
Adler has moved into new offices in 
Suite 707, Jewelry Trade Bldg., 220 
W. Fifth St., Los Angeles. 

s Parsonage Jewelers has moved 
from 196 W. Second St. to 364 E. 
Second St. in Pomona, Cal. 

» Myrna Shapiro has purchased 
Margo’s, a costume jewelry store at 
928 SW Morrison St., Portland, Ore., 
and changed the name to Cheri Cos- 
tume Jewelry. 

» The Diamond Shop in Lewiston, 
Idaho, has moved to a new location 
just east of its former store at 624 
Main St. 

» Leo Azose & Son, manufacturing 
jewelers, has moved from the Peoples 
Bldg. to 2022 Third Ave., in Seattle, 
Wash. 

» The executive offices of Weisfield’s, 
Inc., in Seattle, have been moved 
from the Ranke Bldg. to 800 Michi- 
gan St., where they have been com- 
bined with a new warehouse. 

s Frank Ursino has moved the Jewel 
Shop in Seattle to Suite 727, Joshua 
Green Bldg. 

» Eastern Merchandise Co., whole- 
sale jewelers in Seattle, has moved 
from room 706, Shafer Bldg. to room 
1004. 

s Nathan Sommer, owner of Leath- 
ers of Quality Co., has moved from 
108 W. Sixth St., Los Angeles, to 820 
N. Hendricks St., Montebello, Cal. 
The firm is a wholesaler of watch 
bands. 

» Ronson Corp. has moved its San 
Francisco service station to 640 Mar- 
ket St. The eight-man staff is man- 
aged by Joseph Smith. 

es Louis Levin & Son, Inc., tool and 
instrument manufacturer, moved 
about Oct. 1 from 3610 S. Broadway, 
Los Angeles, to 3573 Hayden Ave., 
Culver City, Cal. 

=» Clifford Farrar did not purchase 
the Howard Smith jewelry in Red- 
lands, Cal., as stated in the September 
issue of JC-K. Farrar purchased the 
store of C. L. Smith at 14 N. Fifth 
St., Redlands, and moved it to a new 
location at 7 N. Fifth St. 
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Executive Appointments 











Harold S. Burns elected a 
vice-president of Gorham Manu- 
facturing Co. of Providence at a 
board of directors meeting Oct. 3. 
Burns is president of Pickard & 
surns, Inc., an electronic research 
and development engineering firm 
owned by Gorham. He will direct 
all electronic operations for the 
Gorham organization. 


Was 


White Burns 

The Gorham board also named a 
new director, secretary, treasurer 
and assistant treasurer at the Oct. 
3 meeting. Added to the board was 
Erskine N. White, Jr., who has 
been vice-president of administra- 
tion for the firm since April, 1959. 
He joined Gorham in 1950. In ad- 
dition to handling the parent com- 
pany’s corporate public relations, 


Stallwood Thomas 
sales promotion and advertising, 
merchandising and market re- 
search, White will supervise sub- 
sidiaries in paper, electronics and 
bronze operations. 


New secretary of Gorham Manu- 
facturing Co. is Roy J. Wood, who 
has been with the organization 
since 1929. He was chief account- 
ant from 1956-59, was appointed 
assistant to the controller in 1959 
and assistant secretary in May of 
this vear. 

RCULAR-KEYSTON 
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Harold Stallwood, 
Gorham since July, 
elevated to treasurer. 
of two of the firm’s subsidiaries, 
Stallwood has been with the parent 
organization since 1941. Warren 
Thomas was elected assistant trea- 
surer. He joined Gorham in 1950, 


1959, was 


has been general credit manager 


since December, 1959, a title he 
will retain with his new position. 


Victor Gentile, nephew of the late 
Luigi Borrelli, will continue to 
manage the L. Borrelli Corp., 665 
Fifth Ave., New York. Gentile has 
been with the cultured pearl im- 
porting firm for the past 11 years. 
Sorrelli, the firm’s founder, died in 
July. 


dr 


Gentile 


Wood 


Robert D. Kistler has been named 
executive vice-president of E-Z-Est 
Products Co., Inc., of Oakland, Cal. 
Kistler joined the firm earlier this 
year as marketing director. 


Charles J. Woods has been ap- 
pointed controller - treasurer of 
Larter & Sons, 88 Parkhurst St., 
Newark, N. J., manufacturers of 
jewelry since 1864. 


Remington Rand model 
wins ‘good taste’ award 


Remington Rand portable type- 
writer division’s Travel-riter De- 
luxe model has been awarded the 
“Coupe d’Or du Bon Gout Fran- 
cais,” the Gold Cup of French Good 
Taste. 

The award is made to the firm 
which has introduced a_ product 
considered the most typical of 
French good taste. 

The trophy was presented in 
Paris. 


controller of 


A director 





Get The MOST 
Out of Your Sales 


lf you want to run a cash-raising 
sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not accept your sale unless 
we ore certain that it will be most suc- 
cessful. Our 35 years of experience and 
reputotion is our guarantee. 


Write * Wire * Phone Collect 
No Obligation © In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N. Y. 36, JU 6-2334 
Members Jewelers Board of Trade all 

















SPECIAL 
NOTICE! 


For the convenience 
of our customers, 
we shall be open on Sundays: 


December 4th, 11th, 18th. 


GOMEZ 
MFG. CO. 


657 Mission Street 
San Francisco 5 


Telephone YUkon 2-6828 
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Andrew Leredu, 54, 
New York’s Local No. 
mated Jewelry, Diamond and 
Watchcase Workers Union, 
L.J.W.U., AFL-CIO, since 1944, 
died Sept. 24. A native of Paris, 
France, Leredu came to the U. 58. 
in 1922, had been associated with 
organized jewelry workers since 
1928. 

Josephine Ward Jenkins, 72, co- 
founder of Duval Jewelry Co. in 
Jacksonville, Fla., died Sept. 25. 
Mrs. Jenkins and her late husband 
Archie Oliver Jenkins founded the 
firm in 1911. It now includes 20 
outlets in Florida and Georgia. 
Mrs. Jenkins, who was the firm’s 
board chairman, is survived by 
three sons, one of whom, O. A. 
Jenkins, is an immediate past pres- 
ident of the Retail Jewelers of 
America. 

Jesse O. Crawford, 45, sales man- 
ager for J. R. Wood & Sons, Inc., 
died suddenly while on a business 
trip to Europe in October. Craw- 
ford had been in charge of sales for 
J. R. Wood since 1949. 


Lewis J. Mayrowetz, 54, owner of 
Mayer’s Jewelry store in New 
Brunswick, N. J., died Sept. 11. 
Percy L. Ogden, 73, president and 
treasurer of Ogden and Schlick, 
Inc., New Haven, Conn., jewelers, 
died Aug. 22. Ogden had been an 
executive of the Waltham Watch 
Co. prior to joining the late Orville 
Schlick in the jewelry firm. 
Maurice W. Goldstein, 59, West 
Coast representative for Bridal 
ting Co., Inc. and Lucien Piccard 
Watch Corp., died suddenly Sept. 
26 in Boise, Idaho. Goldstein rep- 
resented Bridal Ring for 16 years 
and Lucien Piccard for the past 
two years. 

William North Runk, 59, owner of 
a jewelry business bearing his 
name in Washington, D. C., died 
Sept. 24. Runk was with Charles- 
ton Co., jewelers, in New York, un- 
til he moved to Washington. 

John Franklin Sullivan, 58, owner 
of Howes Jewelry in Keene, N. H.., 
died Sept. 28. 

Clifton A. Schoppe, a partner in 
Schoppe Jewelers, Belvidere, IIl., 
died Sept. 18. 

J. O. Peterson, jeweler of Heppner, 
Ore., died Aug. 31 

Harold D. Phillips, owner of Ship’s 








Promotional 
items 
Available 





All Phones 
RAndolph 
6-9550 








Planning =e “WIDE SALE? 


ve CAN SUPPLY YOU WITH A COMPLETE SALES eee PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE 7 - 00 


J. BIELER PROMOTIONS 


$50.00 

IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF" 
COMPLETE 
PROMOTION 


WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bidg.) Chicage 2, Ill. 
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Bell Jewelers in Ridgecrest, Cal., 
died in August. 

Bernard Klein, Beverly Hills, Cal., 
jeweler, died recently. 

Earl F. Grogan, a diamond setter 
in San Diego and Los Angeles for 
more than 35 vears, died in Au- 
gust. 

Allen T. Moberg, 52, co-owner and 
manager of McNeel Jewelry Co. in 
Houston, died Aug. 15. 

William H. Gross, 51, a salesman 
in Indiana for Illinois Watch Case 
Co. of Elgin, Ill., died Sept. 15. 
Gross served as assistant publicity 
director for Wendell Wilkie’s 1940 
campaign. 

H. Clay Johnson, 49, a watchmaker 
in Chattanooga, Tenn., died Sept. 
25. One of the leaders in getting 
the state to license watchmakers, 
Johnson held license No. 1 in Ten- 
nessee. 

Ben Tillman McLeese, Walhalla, 
S. C., jeweler, died Oct. 2 

Alfred Sorensen, 81, a Salt Lake 
City, Utah, jewelry store owner 
and operator for nearly 60 years, 
died Sept. 23. 

Harry Calfas, 72, operator of Har- 
ry’s Jewelry in Gary, Ind., died 
Sept. 16. 

Troy Lee Rogers, 53, operator of 
T. M. Rogers Jewelry in New- 
berry, S. C., died Sept. 27. 

Henry Pound Burney, owner of a 
jewelry store in LaFayette, Ga., 
for 60 years prior to his retire- 
ment, died Sept. 16 at the age of 
101. 

Louis H. Novin, 73, owner of 
Novin Jewelers in Dallas for more 
than 20 years, died Aug. 27. 
Gustaf Ljungstrom, 84, a Milwau- 
kee, Wis., watchmaker for about 50 
vears, died Sept. 21. 

Walter J. Lonergan, 65, who oper- 
ated a wholesale jewelry concern 
in New York for many years, died 
Sept. 14. 

Sam Lachman, former representa- 
tive of Benrus Watch Co. in Chi- 
cago, died Sept. 21. 

Donald Worthington Blount, 60, 
former jeweler in Decatur, IIl., and 
Bloomington, Ind., died Sept. 26. 
Herman H. Ellers, 67, who had 
been with Tiffany & Co. in New 
York for 51 years, died Sept. 7 
Adelbert H. Cadoret, 69, senior 
partner in Cadoret Bros., Inc., a 
Woonsocket, R. 1., jewelry firm dis- 
solved last year, died in August. 
LeGrand S. Elebash, 75, former 
owner of a chain of Southern jew- 
elry stores, died Sept. 1. 
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COMING EVENTS 


NOVEMBER 


13—Greater Washington, D. C., Re- 
tail Jewelers Association annual ban- 
quet, Woodmont Country Club. 


JANUARY 


7—Chicago Jewelers Association 
annual banquet, Conrad Hilton Hotel. 

8-13—Atlantic City China and 
Glass Show, Convention Hall, Atlan- 
tic City, N. J. 

14—Jewelers 24 Karat Club of New 
York annual banquet, Waldorf As- 
toria Hotel. 

15-20—New York Lamp and Home 
Furnishing Accessories Show, Hotel 
New Yorker and Trade Show Build- 
ing, New York. 

22-25—-Washington Gift Show, 
Willard Hotel, Washington, D. C. 

22-27—52nd California Gift Show, 
Ambassador and Biltmore Hotels, 
Brack Shops, Merchandise Mart, Los 
Angeles. 


FEBRUARY 


4—Boston Jewelers Club annual 
banquet, Statler Hilton Hotel. 

5-8—San Francisco Gift Show, San 
Francisco, Cal. 

5-12—Chicago Gift Show, Palmer 
House and LaSalle Hotels, Chicago. 

12-15—Portland Gift Show, Port- 
land, Ore. 

18-20—Washington Retail Jewelers 
Association annual convention, Olym- 
pic Hotel, Seattle, Wash. 

19-22 Seattle Gift Show, 
Wash. 

19-23—-Dallas Gift Show, 
Hotel, Merchandise Mart, 
Tex. 

19-23—Spring 
Jewelry Show, 
las, Tex. 

26—Illinois Retail Jewelers Asso- 
ciation annual convention, Peoria. 

26-Mar. 1—QOhio State Gift Show, 
Hotel Deshler-Hilton, 


Seattle, 


Baker 
Dallas, 


Allied Gift and 
Hotel Adolphus, Dal- 
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26-Mar. 3—New York Gift Show, 
Hotel New Yorker and Trade Show 
Building, New York. 


MARCH 


5-9—Boston Gift Show, Hotel Stat- 
ler and First Corps Cadet Armory. 

5-9—Detroit Gift Show, Hotels 
Statler Hilton and Sheraton Cadillac, 
Detroit, Mich. 

11-12—Kansas State Retail Jewel- 
ers Association annual convention, 
Hotel Lassen, Wichita, Kans. 

17-21—_American Gem Society an- 
nual conclave, Sheraton Towers Ho- 
tel, Chicago. 

18—Manufacturing Jewelers and 
Silversmiths of America, Inc., annual 
banquet, Statler Hotel, Boston. 

19-21—-Indianapolis Gift Show, Ho- 
- Men aa Indianapolis, Ind. 

-22--Philadelphia Gift Show, Ho- 

tel ‘Benjamin Franklin, Philadelphia. 


PRIL 
15-25—45th Swiss Industries Fair, 
Basle, Switzerland. 
19-21—Manufacturing Jewelers and 
Silversmiths of America, Inc., con- 
vention and _ industrial exposition, 
Sheraton Biltmore Hotel, Providence 


30-May 9—German Industries Fair, 
Hanover, Germany. 


MAY 


Fifth annual U. S. World 
Trade Fair, Coliseum, New York. 
14-19—New York Stationery Show, 
Hotel New Yorker, New York. 


JUNE 


6-7—Educational Jewelry Manufac- 
turers Association annual meeting, 
Drake Hotel, Chicago. 

25-27—-_New Hampshire Retail 
Jewelers Association annual conven- 
tion, Farragut Hotel, Rye, N. H. 
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American Israeli Diamonds 

can reduce your Diamond 

costs ... and increase your 
Diamond Profits 


e Its prices are better than 
competitive, based on fac- 
tory prices... 


it eliminates the ‘‘original 
parcel’’ buying method. 


It permits you to buy spe- 
cific qualities, color and 
sizes. 


It assures immediate de- 


livery. 


It extends credit terms to 
fit your individual financial 
picture. 


Call or write for full details 


AMERICAN ISRAELI 
DIAMONDS, INC. 


609 5th Ave., N. Y. 17, N. Y. 
PL 2-4422 








RUNNING 
A 
SUCCESSFUL | 
SALE 
IS AN 
ART 


YOU 
ARE 
TOO LATE... 


For November and 
December Sales. . 
We are fully booked... 


JUST A FEW JANUARY 
OPENINGS LEFT! 


DON'T BE TOO LATE ... 


January is an excellent 


SALE MONTH 
. Wire . . . Call Collect . 


SILVERMAN SALES ENTERPRISES 


580 Fifth Ave., N. Y. 36, N. Y. 
Tele.: Plaza 7-4692-3 


by Manny Silverman 


Write .. 





News of Personnel 








Gorham Manufacturing Co. has 
made these sales executive changes 
for its subsidiaries, The Gorham Co. 
and The Alvin Co.: 

Edmund C. Mayo, Jr., vice-president 
and general sales manager of Alvin, 
has been appointed manager of sales 
administration of The Gorham Co. 

William S. Hammersley joins The 
Gorham Co. as sales manager of 
stainless steel and silverplated flat- 
ware. 


D. L. Addison William S. Hammersley 


D. L. Addison has been named na- 
tional service manager of Remington 
Rand Portable Typewriter Division. 
He was formerly branch service man- 
ager in Des Moines, la. 

Sterling J. Hiles has been appointed 
director of marketing with the same 
division. He will have overall respon- 
sibility for advertising, public rela- 
tions, merchandising, sales promotion, 
and market research. 


Ronald E. Weaver has been ap- 
pointed to the newly created position 
of specialty sales manager for the 
Westclox Division of General Time 
Corp. He will be in charge of the 
sale of Westclox timepieces as pre- 
miums and awards. 


Edmund Kaufmann has been named 
product manager in charge of Golden 
Shield’s line of cameras (Golden 
Shield by Argus) and portable type- 
writers (Golden Shield by Smith- 
Corona). Mr. Kaufmann had been 
manager of Kay Jewelry stores in 
Washington, D. C., and Indianapolis 
before joining Golden Shield in 1959. 
He was sales representative in In- 
diana until his recent appointment. 

David Wagner is new sales repre- 
sentative for Golden Shield’s northern 
California, Oregon and Washington 
territory. He comes to Golden Shield 
from Crescent Jewelers, a West Coast 
chain. 


Arthur J. Garvin has been named 
credit manager of Waltham Watch 
Co. He had been credit manager for 
the Visking Co. for 10 years. 


Everett Zola and Joseph Aquilino 
have merged their separate lines as 
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manufacturers’ representatives for 
Frederick Manufacturing Co., Avalon 
Jewelry and Majorca Pearl Co. Mr. 
Zola formerly represented Frederick 
and Mr. Aquilino represented Avalon. 


Rudy Johnson has been appointed 
district sales manager for Toastmas- 
ter domestic appliances in south 
Texas. His headquarters will be 
Houston. 


Seymour Blakeman is a new addi- 
tion to the sales staff of the Jack J. 
Felsenfeld Co., which markets Felco 
cultured pearls. His territory will be 
New York State and New Jersey. 


Hamilton Watch Co. has made these 
recent personnel changes: 

William B. Puffer is new assistant 
to the director of sales for Hamilton. 
He was formerly sales representative 
with headquarters in New Hampshire. 


William F. Ferguson William B. Puffer 


William F. Ferguson is new Hamil- 
ton sales representative to the Vir- 
ginia and West Virginia territory. 
Thomas S. Ricks is taking over the 
northern New England states. 

Harry S. Allen is new general sales 
manager of Wallace Silversmiths, Inc., 
a Hamilton subsidiary. He will be 
responsible for directing sales of 
silver, stainless steel and Puritan fire- 
place equipment. He has been Wal- 
lace’s director of sales since January. 


Thomas S. Ricks Arthur J. Garvin 


William T. Bell has been appointed 
director of sales of Wallace’s whole- 
sale division. He was formerly direc- 
tor of presentation sales. 

Replacing Mr. Bell is William G. 
Gassman, formerly Hamilton’s line 
planning manager. 
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Eterna markets ladies’ diamond 
automatic waterproof watch 


“Diamond Spray” is the name 
Eterna Watch Co. of America has 
given its new diamond automatic and 
waterproof series. 

The company says these are “the 
first diamond automatics with com- 
plete water protection.” 

The watches are housed in 14K gold 
cases. 

A folding presentation-display tray 
was designed for the three “Diamond 
Spray” models. It is executed in blue 








velvet with white satin side panels, 
and it is free with the three-watch 
assortment. 

Eterna also furnishes free news- 
paper mats on “Diamond Spray,” too, 
for the local jeweler. 

In the accompanying photo are 
(from the left) a four diamond model 
retailing for $210; six-diamond model, 
$235 retail; and eight-diamond model. 
$265 retail. 

Contact Eterna Watch Co. of Amer- 
ica, Inc., 677 Fifth Ave., New York. 


Wallace Silversmiths launches 
‘Silver Selling Spectacular’ 


Wallace Silversmiths says its pro- 
motion for “Grande Baroque” ster- 
ling silver pattern is “‘the most spec- 
tacular sales and advertising  pro- 
gram ever devised for a single 
sterling silver pattern.” 

The promotion will appear in the 
November issues of Coronet and 
House Beautiful magazines. 

It features 110 pieces of “Grande 
Baroque” flatware and hollowware. 

The campaign calls for 10 adver- 
tising pages in Coronet, including a 
listing of 1100 Wallace dealers who 
are participating in the campaign. 
The House Beautiful schedule is for 
three pages, and tie-ins are planned 
in Mademoiselle, New Yorker, Glam- 
our, Vogue, House & Garden, and 
Living for Young Homemakers. The 
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firm estimates its audience for the 
series at 34 million readers. 

“Grande Baroque” is receiving this 
heavy push more than 20 years after 
it was first introduced. Wallace says 
the pattern is one of the most suc- 
cessful in the silver industry. 

Among the selling aids Wallace 
has designed for the promotion are: 
a 16-page mail or counter catalog 
(including the Coronet ad material) 
with six extra pages of other Wal- 
lace silver; blow-ups of the adver- 
tising spreads; streamers; and a free 
promotion kit including newspaper 
mats, window display ideas, radio 
scripts and transcriptions. 

Dealers are also offered a chance 
to compete with their window dilis- 
plays for a grand prize of a 10-day 
trip for two to Europe (plus $300 
spending money). 

First and second prizes, in addi- 
tion to the grand award, include 
portable television sets and transistor 
radios. 


Kaspar & Esh publishes its 
largest newspaper mat book 

Kaspar & Esh, Inc. has completed 
“the largest and most complete mat 
book the firm has ever offered.” 

It features flexible ads which the 
jeweler may adapt easily to his own 
needs. 

For a free copy of the book, 
write Kaspar & Esh, Inc., 126 W. 
46th St., New York. 


Toshiba markets new designs 
for walls, nursery, and office 


Transistor World Corp., distribu- 
tors of Toshiba brand radios, intro- 
duced new products recently that will 
be at home on a living room wall, in 
the nursery, or in an Office. 

Among the new products were a 
decorator-style seven-transistor wall 
radio in a sunburst design. It comes 
either in black with gold trim, or 
white with gold. It has two three- 
inch speakers, and runs for 500 hours 
on a set of batteries. It retails at 
$69.95, with batteries and mounting 
bracket. 

Another innovation is a nine-trans- 
istor portable that may be used as a 
baby tender, public address system or 
a personal radio. It has a microphone 
which converts the radio into a power- 
ful amplifier. The set with mike, four 





batteries, earphone and carrying case 
is $59.95 retail. A converter which 
lets the owner use household current 
is $7.95 retail. 

The third new radio is a pocket-size 
transistor model that slips into a 
table-top speaker box, where it can 
operate from its batteries or house 
current. The box has a four-inch 
speaker and contains its own batter- 
ies. The pocket radio with battery, 
earphone and leather case retails at 
$39.95. The speaker box and AC con- 
verter retail as a separate unit for 
$19.95. 

For more information contact 
Transistor World Corp., 52 Broadway, 
New York. 


J-B offers electric display so 
customers may ‘Dial-A-Style’ 


Shoppers may operate the new 
Jacoby-Bender watchband display to 
see a total of 40 packaged bands. 

Each time the customer moves the 
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dial, he sees 10 more bands on the 
five columns which hold eight bands 
each. 

Among its other features, the dis- 
play has a 15-foot cord, a_ built-in 





off-on switch at the base, and sits 
on protective rubber legs. 

Back-up stock for the display in- 
cludes 27 bands in three plastic pre- 
sentation trays which are held on 
the back of the unit. 

The display is free with an order 
of 67 bands. Contact your J-B dis- 
tributor. 


Nine-member Jewelers Guild 
publishes 72-page catalog 


The nine manufacturers comprising 
The Jewelers Guild, Inc., have issued 
a new 72-page color catalog of their 
lines. 

Companies represented in the list 
include: Adwar Jewelry Co. (antique 
reproductions); Wideband Jewelry 
Corp. (jeweled charms, discs, lockets, 
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and star sapphire cuff links and tie 
tacks); M & N Silvers (personalized 
men’s and women’s jewelry); Aronow 


Jewelry Co. (bangle bracelets and 
pearl, diamond and gold bracelets and 
chokers); Paris Jewelers (calendars, 
religious jewelry, discs, chains, lock- 
ets and pins); Lemore Jewelry Mfg. 
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Co. (watch attachments, bracelet 
watch cases); M. G. M. Jewelry Mfg. 
Co. Ine. (diamond and pearl clasps 
and earrings); Fusaro Jewelry Co., 
Inc. (handmade ring mountings); 
Kousin Jewelry Co., Inc. (wedding 
rings, colored stone guards); Stern & 
Stern Inc. (men’s and women’s stone 
rings); and College Seal and Crest 
Co. (college and fraternity rings and 
jewelry, and military insignia). 

It is the fifth such catalog the Guild 
has published. 

On publication day, the book was 
mailed to every wholesaler and re- 
tailer whose name appears in the 
Board of Trade rating book. Jewelers 
not listed may get a copy by writing 
The Jewelers Guild, 62 W. 47th St., 
New York. 


Keepsake's new wedding ring 
display uses bride doll 


A. H. Pond Co. has produced a new 
display for its Keepsake Diamond 
Rings which features a tall bridal 
doll, dressed in satin and lace. 

Three alternately illuminated pan- 
els on the display point out the im- 
portance of quality, cut and guaran- 
teed perfection. 

The unit holds two ring boxes on 
hidden brackets, and the base has 
space for additional boxes. 

For details, write A. H. Pond Co., 
Syracuse 2, N. Y. 


Anson's fall ad campaign is 
set for national magazines 


Anson Ine. is going to national con- 
sumer magazines for its fall adver- 
tising campaign. 

The company will feature its cuff 
link-tie clip sets, key protectors, 
photo jewelry and memory chests in 
such publications as Life, Sports I[I- 
lustrated and the New York Times 
Magazine. 

The company is also offering free 
newspaper mats and envelope stuffers 
to jewelers. 

Contact your Anson wholesaler. 


Forstner introduces clear 
plastic charm display box 


ae “ foe age. Ow? 
Ever poms: Me yap? 
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Forstner, Inc., has marketed a clear 
plastic compartmented display box for 
its charms line. 

The unit is equipped with a guide 
that fits into the top of the box giving 
prices and location of each charm. 

Forstner says the more than three 
dozen assorted charms included with 
the unit cover minimum requirements 
for holiday sales. 

Contact your wholesaler. 


Elgin markets stock control 
box for watch repair parts 


Elgin National Watch Co. has de- 
signed a materials cabinet which the 
company says will speed watch ser- 
vice and improve stock control of re- 
pair parts. 

The cabinet, without parts, retails 
for $15.95. 

While the watchmaker who has a 
complete stock does not have to buy 
parts to get the cabinet, Elgin says 


the completely stocked cabinet is of- 
fered at a $105 savings. 

It is called “Elgin Time-Saver Sys- 
tem.” It occupies less than one square 
foot of workbench space, but contains 
a full set of movable index dividers 
and 435 numbered and labeled envel- 
opes for filing most commonly needed 
parts. 

Contact your Elgin wholesaler. 


Rolex produces new jeweler's 
ad mat and promotion book 


American Rolex Watch Corp. has 
begun distribution of its new jeweler 
advertising mat and promotion book. 
Rolex calls it the most extensive pro- 
gram of its type the company has un- 
dertaken. 

The loose-leaf book is printed in 11 
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x 14 inch size. New ad mats may be 
added as the company issues them. 

In addition to general product ads 
and direct mail literature, the book 
gives a complete set of ads for fashion 
or seasonal use. It also includes a 
section on in-store and window dis- 
play, and a series of radio and TV 
commercials. 

Two Rolex 16mm color and sound 
films are also featured—The Story of 
Time, a history of horology, and Su- 
personic Thunderbirds, which shows 
aerial acrobatics of the U. S. Air 
Force precision flying team. 


Waterman pictures Linde Star 
collection for pen display 
Waterman-Bic Pen Corp. is using 
a photograph of some pieces from the 
Linde Star collection of synthetic star 


sapphires to promote its jewel-tipped 
ball-point pens. 
Waterman points out that the ball 


points of its $1.98 to $12 retail pens 





are simply small versions of the large 
stones shown in the collection. 

The display also serves as a display 
for one of the numbers from Water- 
man’s jewel point series. 

Contact your wholesaler. 


Jewelers offered free display 
bust with Deltah promotion 


“Far East Treasures” is the name 
of a new promotion by Pearls by Del- 
tah, Inc. 

The offer includes three gift pack- 
aged cultured pearl necklaces, and 
jewelers receive free with the offer 
a velvet and satin display bust. 

The company has also announced 
that it has mailed to 20,000 retailers 
a color brochure of Deltah simulated 
and cultured pearls. 

For either offer, contact your Del- 
tah distributor. 


Recipient chooses own gift 


with Poole Silver Co. service 


Poole Silver Co. has launched a 
gift plan through which the recipient 
selects his own “present.” 

A customer wishing to send a gift 
signs ae greeting card-brochure, 
which the store mails. No prices are 
shown, but the brochure shows items 





international Silver Co. distributes three seasonal display units 


Three seasonal displays—Christ- 
mas, football, and fall—have been 
produced for franchised International 
Silver flatware dealers. 

The fall unit, which stands 12% 
inches high (center in accompanying 
photo), has a striated background 
with a raised plaque for six tea- 
spoons. Multi-colored leaves add to 
the fall theme. 

The football unit (at left) which 
is a foot high and a foot wide, has 
seven teaspoons mounted on an over- 
sized football with white lacing. 
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The Christmas unit holds eight 
pieces of sterling on a 12-inch dia- 
meter wreath. Glass ornaments and 
green flocking are used to give the 
wreath depth. International’s “Merry 
Christmas” theme card is mounted 
on a large red satin bow. 

The units may be purchased sep- 
arately for $6, $6 and $7.50 respec- 
tively, or as a group for $9.95. All 
are shipped without merchandise. 

Contact International Sterling 
Division, International Silver Co., 
Meriden, Conn. 


within the price range the customer 
has chosen. 

The recipient returns the card 
with his first and second gift choices 
marked on the gift coupon. The store 
then mails the recipient his gift. 

Poole says the program. should 
help the retailer eliminate the prob- 
lem of gift exchanges. 

The campaign, called “Gifts Pre- 
ferred,” has such sales helps as 
counter displays with “help-yourself” 
information booklets for browsing 
customers. 

Contact Poole Silver Co., Taunton, 
Mass. 


Eterna announces ad campaign, 
display for ‘Centenaire 61' 


Eterna Watch Co. of America is 
kicking off its fall selling season with 
a national advertising campaign and 
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the introduction of a new display for 
its “Centenaire 61” automatic men’s 
watch. 

The company is using The Satur- 
day Evening Post, The New Yorker, 
Sports Illustrated and Sunset to 
reach approximately 17 million read- 
ers. The Post ad is being reproduced 
for use as a counter card. 

The new display shows three mod- 
els of “Centenaire 61” while pointing 
out eight of its selling features. A 
metal “planet” ring gives the display 
a futuristic look. The unit is printed 
in aquamarine and white. 


Donald Duck takes second place 
to Daddy in kids’ watch survey 


U. S. Time Corp. has found that 
while Donald Duck is popular as a 
selling point for children’s watghes, 
it is most important to the youngsters 
to have a watch like Dad’s. 

In introducing a new Ingersoll Don- 
ald Duck watch, U. S. Time has re- 
frained from showing Donald’s face 


129 





—only his name. That way, the com- 
pany says, the watch will look more 
like an adult’s timepiece. 

Results of a recent survey showed 
that while Donald is still one of the 
most popular of children’s characters, 
kids want their watches to look like 
an adult’s. So, to make doting grand- 
parents happy (U. S. Time says they 
purchase 41 per cent of the timepieces 
as gifts) a figurine showing Donald 
or one of his friends is included with 
the watch. 

Who were the most popular story- 
book characters in the kids’ survey? 
The girls chose Alice in Wonderland, 
Cinderella and Snow White. 

In addition to Donald Duck, boys 
chose Mickey Mouse, Zorro and Hop- 
along Cassidy. 

All of the favorites are available 
in Ingersoll watches. 


Parker offers two displays 
for ball point assortments 


To proclaim the presence of dia- 
mond dust on the textured tip of the 
“T-Ball Jotter” ball point pen, the 
Parker Pen Company has introduced 
a new display unit for the series. 

The display also tells potential 
buyers of Parker’s one-year guarantee 


against the Jotter’s skipping or run- 
ning dry. It holds 24 pens, half of 
which are packed in new Christmas 
gift boxes. 

Parker’s second display includes 
pens from several of the company’s 
lines. Prices range from $1.95 to 
$5.95. It holds a total of 27 pens. 

Contact your wholesaler. 


Forstner says new ‘Americana’ 
is its fastest selling band 


A watchband introduced less than 
a year ago has become the fastest 
selling watchband in the company’s 
history, says Forstner, Inc. 

The band was introduced in Janu- 
ary, and has already broken records 
set by other bands during the com- 
pany’s forty year history. 

“Americana” has an “easy-on, 
easy-off” device which the wearer 
operates by sliding a spring steel 
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ball down a chain. The bands are 
available in such styles as_ snake 
chain, mesh and tapered mesh. 

They are produced in yellow and 
white gold filled and retail from 
$7.50 to $10. 

The watchbands have a free dis- 
play which shows the customer sev- 
eral styles and how to operate the 
band. The unit holds eight bands. 


Ernest Borel publishes 30-page 
catalog of Swiss watch line 

Ernest Borel has published its 1960- 
61 Swiss watch catalogue, and devotes 
one third of it to explaining Borel 
quality and sales policies. 

The last 20 pages are used for pic- 
tures and descriptions of the com- 
pany’s line. 

The watches illustrated range from 
tiny women’s bracelet watches to 
chronometers and fraternal emblem 
watches. 

Jewelers who would like a copy 
should contact Borel Watch Co., 1008 
Walnut, Kansas City 6, Mo. 


Gemex identification bracelets 
have stand-up display unit 


The Gemex Corp. has brought out 
a new display for its identification 
bracelet assortment. 

The display holds eight men’s and 
four ladies’ bracelets. They come in 








both yellow gold-filled and stainless 
steel with sterling silver shields. 

A gift box is included for each 
bracelet. The assortment is $116.10 
Keystone. 

Contact your wholesaler. 


‘Twelve Days of Christmas’ is 
Reed & Barton mailing theme 


Reed & Barton is using the theme 
of the popular folk Christmas song, 
The Twelve Days of Christmas, for 
its new holidays mailing brochure. 

The 16-page booklet measures nine 
by six inches, and is printed in red 
and dark green. They are priced 
from 5¢ each for 1000 or less, pro- 
gressively to 3%¢ each for over 
10,000. 

Contact Reed & Barton 
smiths, Taunton, Mass. 


Silver- 


Elgin's holiday display warns 
customers to shop early 
“Christmastime is Elgin time,” says 
the new holiday display unit from 
Elgin National Watch Co. 
Focal point is a Santa on a styro- 
foam reindeer, sailing over a chimney 


on which the number of shopping days 
remaining before Christmas appear. 

The Santa is powered by a standard 
flashlight battery included with the 
display. 

The unit is 20 inches high, 14% 
inches wide and 10 inches deep. 
Brackets at either side of the chimney 
hold two boxed watches. 

It is available at $5 through all 
Elgin sales representatives. 


Sheaffer announces four-phase 
consumer advertising program 


W. A. Sheaffer Pen Co. Retail Di- 
vision has finalized plans for its four- 
phase fall and holiday season con- 
sumer advertising program. 

The program includes ads in 11 
major magazines, three national Sun- 
day newspaper supplements and seven 
independent supplements. 

The campaign began in September 
and will reach its peak at the height 
of the Christmas gift buying period. 

It will include: 

(1) A total of 24 insertions in 
men’s magazines will feature the 
Sheaffer “PFM” (Pen for Men) and 
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“Lady Sheaffer” fashion pens. A 
“twin-bed” format will end the series 
in order to (in Sheaffer’s words) 
“emphasize the genderizing of Sheaf- 
fer writing instruments.” 

(2) A general series of 20 inser- 
tions is scheduled for Sunset, National 
Geographic and the New Yorker. 

(3) A testimonial campaign in 
Time will have 12 prominent person- 
alities writing messages to promote 
the use of a fountain pen. 

(4) A “How to Play Santa” series 
will be concentrated at the peak of 
the Christmas buying season. Flights 
of four or five one-column ads are 
scheduled for the December issues of 
Ladies’ Home Journal, Ebony, Es- 
quire, Sunset, New Yorker and 
Sports Illustrated. The ads will also 
appear in three pre-Christmas edi- 
tions of This Week, Parade, Family 
Weekly and seven independent Sun- 
day newspaper supplements. 


Imperial shows king-size 
South Sea cultured pearls 


Imperial Pearl Syndicate is send- 
ing on tour a collection of some of 
the largest cultured pearls in the 
world to top stores across the country 
this fall. It is the first such collec- 
tion of South Sea pearls since before 
World War II. 

Shown here are three of the huge 
gems as they appear in the collection 
—in actual size. 

The largest is a silver rosee valued 
at $10,000. The largest in the col- 
lection, it measures 37m by 27m 
and weighs 400 grains. It is held 
by a diamond and platinum top. 

The pearl at upper right is a ba- 
roque silver rosee with two large bulb 
ends. It weighs 93.4 grains and 
measures 17.6m by 17.3m. It is 
valued at $700. 

The one at lower right which is 
formed like a bullet, is light rosee 
in color and has a flat base with 
oriental character markings. Valued 
at $2000, it measures 15.9m by 13m. 
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Oneida will distribute Hagerty 
silver polish to Canadians 


Oneida, Ltd., Silversmiths of To- 
ronto has signed with officials of 
W. J. Hagerty & Sons, South Bend, 
Ind., to distribute the Hagerty ‘“Sil- 
ver Foam” polish in Canada. 

Until three years ago, 
Foam” was blended and sold pri- 
vately by the Hagerty family, a 
practice maintained since 1895. 

The company expanded, however, 
and is presently distributed across 
the United States through jewelry 
and department stores. 

This is the first international dis- 
tribution of “Silver Foam.”’ 


“Silver 


Pond publishes newspaper ad. 
mat book for client jewelers 


A. H. Pond Co., producers of Keep- 
sake diamond rings, has _ published 
a new series of newspaper mats for 
the Christmas season. It is available 
only to franchised Keepsake ring 
retailers. 

Besides suggesting the rings as 
Christmas gifts, the mats also re- 
mind readers that the jewelry store 
placing the ad is the local Keepsake 
headquarters. 

The mats come in one, two or three 
column widths with various depths. 

Contact A. H. Pond Co., Syracuse 
a, ms Ee 


« \ eintillite Tripled 
LIVE TRAFFIC for Our Store” 


HERBERT M. ASCH, Mgr. 
MYRON JEWELERS 
422 Wabasha, St. Paul, Minn. 





aintillite “Paid for 
itself in six months!” 


SCINTILLITE’S amazing traffic building potential is dramat- 

ically borne out at Myron Jewelers. Manager Herbert Asch 

states, “After using one, we bought another for a second 
window. It would be just as effective over a showcase or inside display. 
SCINTILLITE made everything look alive, even drapery. Many more people 
came into the store because of this.” Completely portable, just plug 
SCINTILLITE in like a floor lamp. Faceted stones glow and sparkle, pearls and 
flatwares gleam with undreamed of luster. Don’t confuse SCINTILLITE with 
ordinary flashing or revolving devices . . . Entirely new, it must be seen to be 
appreciated! Write for details and name of jobber. 


+ + 
emninllite CORPORATION (oiviston OF SPINCRAFT, INC.) 


4134 W. STATE STREET 


MILWAUKEE 8, WIS. 





Figure 1. Two of ‘“‘Accutron’s” unique 
features are the absence of a winding 
crown and smooth second hand motion. 


@ BULOVA’S “ACCUTRON,” an 
electronic wrist watch (Fig. 1), 
marks a revolution in horology. 
It is entirely different in prin- 
ciple from electric or traditional 
timepieces. 

For about 800 years the foliot, 
or balance, was the regulating 
unit in timepieces. With the ad- 
vent of the mainspring about 
150 years ago, timepieces no 
longer needed hanging weights 
—and could be carried around. 
About 270 years ago, the hair- 
spring further refined time- 
pieces. Additional refinements 
were added until the main- 
spring-driven balance and the 
hairspring with self-compensat- 
ing temperature adjustments 
were the ultimate in portable 
timekeeping. 

Recently, a battery eliminated 
the age-old mainspring. And 
with battery-driven electric 
watches, the winding mechanism 
also was eliminated. Fading out 
of the horological picture with 
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By Henry B. Fried 


BULOVA’'S 
ELECTRONIC 
“ACCUTRON” 


the mainspring went Mudge’s 
lever escapement of 1759. How- 
ever, the balance and hairspring 
are retained as the chronometric 
heart of all present electric 
watches. 

Bulova’s “Accutron” (pro- 
nounced ac’ cu’ tron’) is an elec- 
tronic timepiece which elimi- 
nates not only the mainspring 
with its winding mechanism, and 
the escapement, but also does 
away with the balance and hair- 
spring. At the heart of the prin- 
ciples which make “Accutron” 
possible is the tuning fork (Fig. 


2). 


The Tuning Fork 


The high accuracy of the 
fixed vibration frequency of tun- 
ing forks has long been known 
to students of physics. The rate 
at which these forks vibrate de- 
pends on the material of which 
they are made, their length, and 
the body. 

If a tuning fork were electro- 


Revolutionary timepiece 
is operated by tuning 
fork connected 

in series with tiny 
mercury battery, 
electro-magnets, and 


transistor 


mechanically (or electronically ) 
activated, engineers discovered, 
its vibrations could be made to 
push a wheel. Since the vibra- 
tions per second are fixed, steady 
and unchanging, each vibration 
would push the wheel at a most 
regular pace. Such a wheel could 
then be geared in a series with 
a train of wheels to move a set 
of hands. 


The Principle Explained 


Figure 3 shows a simplified 
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Figures 2, 3. Typical tuning fork, at left, 














has 


been hooked up into workable machine to operate 
simple timekeeping machine in diagram at right. 


method by which a tuning fork 
can be made to vibrate continu- 


ously and move a gear. This 
should help prepare the reader 
for the more technical explana- 
tions of the electronic principle 
of ‘‘Accutron”’ which follow later 
on. 

A is a block of wood upon 
which the entire unit is mounted. 
B is the magnetic tuning fork 


Figure 4. Tuning fork with magnetic iron 
cups is mounted on movement plate. 
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fastened to this step-block by 
two screws. C is a copper wire 
connected to the fork and termi- 
nating at the positive connection 
D of the battery (energy cell). 
At the negative connection FE, is 
another wire which leads to F 
and is connected to a coil of cop- 
per wire G, wound around an 
iron core. This coil and its core 
are supported independently by 
the stand O, and no part of the 
coil or its core touches the tines 
of the fork. The other end of 
the coil of wire at H is con- 
nected to the stand J with its 
adjustable contact screw. 

Connected to one of the tun- 
ing fork tines is a silver contact 
piece K, which the adjustable 
screw in J touches when the fork 
is at rest. 

The circuit produces a flow of 
current from D to C through K, 
into the screw through the wire 
at H, and through the coil G, 
coming out at F, and then back 
to E. This causes the coil G to 
become an electro-magnet; and 


the coil’s iron core attracts both 
tines of the ferro-magnetic tun- 
ing fork. 

When the tines are attracted 
toward the iron core of the coil, 
the circuit is broken, because K 
loses contact with the adjustable 
screw in J. It is this loss of con- 
tact that interrupts the circuit; 
and the tines—because of their 
resiliency—return to their posi- 
tion of rest. But at the instant 
that it comes to rest, the tine at 
the right, through contact piece 
K, makes contact with adjust- 
able screw J. This completes the 
circuit again, which causes the 
tines to move inward, towards 
the coil core, again breaking the 
circuit. Thus the vibration con- 
tinues at its own musical pitch 
(fixed frequency) as long as the 
energy cell lasts. 

The fork’s other tine has at- 
tached near its end a thin spring 
M which engages at near tan- 
gency the ratchet-toothed wheel 
L. As the tine moves outward, 
the spring moves the wheel L 
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DRIVE COIL AND 
PHASE SENSING COIL 


TUNING FORK 


Figure 5. Spacing of magnetic cups at 
tip of fork around tiny electro-mag- 
nets is shcwn in this cross-section. 


one tooth. To prevent the ratchet 
wheel and pinion from turning 
backwards when the spring M 
and tine are attracted inward, 
lock spring N (attached to wood 
block A) is used. Spring N not 
only prevents backlash, but its 
slight side pressure against the 
slanted ratchet teeth positions 
the wheel for its next impulse 
by N. This action is similar to 
the draw in a jewelled lever es- 
capement. 


Difficulties Overcome 

The preceding is an over-sim- 
plification. Such a device would 
have many drawbacks. One fault 
is that with each break of the 
contact between K and the ad- 
justable screw at J, a spark 
would result. The spark would 
sap the energy from the battery 
and eventually cause the con- 
tacts to erode or carbonize. Fur- 
thermore, the amplitude of vi- 
bration of this type of tuning 
fork could increase, due to an in- 
crease in voltage or from a shock, 
and these wider vibrations would 
cause the pusher spring M to 
move wheel L more than one 
tooth at a time. Any horological 
mechanism attached to such a 
machine would gain time. 

On the other hand, if the volt- 
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age dropped, the fork vibra- 


tions would become weaker. The 
amplitude would drop a bit, the 
tine which nudges wheel L would 
be too weak to advance the wheel, 
and the timepiece would stop. 


Transistor’s Function 


In Bulova’s “Accutron” these 
problems are eliminated. No 
sparking is possible because 
there is no physical contact or 
“break” to induce sparking. The 
release of energy from the power 
cell to the electro-magnetic coils 
is electronically accomplished 
through the use of a transistor. 
This does electronically what 
other devices must do electro- 
mechanically. (The watch’s gen- 
eral electronic system which does 
this will be described in detail 
next month.) 

But here is a simplified ex- 
planation: 

Figure 4 shows the actual tun- 
ing fork—tthe heart of “‘Accu- 
tron’’—mounted on the move- 
ment plate. Attached to each of 
the tines of the fork is a mag- 
netic iron cup, which faces out- 
ward. In the center of each cup 
is a thin, tapered permanent 
magnet. Mounted firmly on the 
movement case are two station- 
ary hollow coils made of ultra- 


MAGNETIC CUP 
CONICAL MAGNET 





sr ELECTRONIC 


CIRCUIT 





Figure 6. This is the basic mechanism 
of ‘‘Accutron.”’ Tiny striped cylinder 
at 3 o'clock position is the resistor. 


fine copper wire. They are con- 
nected to each other in series 
(Figure 5). 

The transistor is in series 
with these coils and the combina- 
tion is connected to a battery. 
The coils are precisely fixed so 
that there is ample clearance be- 
tween the hollow part of each 
coil as it fits over the tapered 
magnet and the iron cup which 
fits over the coil. Therefore the 
tines with their outer cups and 
inner magnets can vibrate with- 
in and over the stationary coils 
without touching them. Figure 
5 shows the right coil partially 
cut away to reveal its relation- 
ship to the cup and tine magnet. 


The Transistor-Switch 


To follow the action, refer to 
Figure 6. It is necessary to 
imagine in ultra-slow motion ac- 
tion which actually takes place 
360 times a second. When cur- 
rent flows through the coils, it 
attracts the tines. However, as 
we realize from our knowledge 
of electricity, when a permanent 
magnet moves through a coil of 
wire, it induces a current. There- 
fore, as the iron cup on each 
tine is attracted to the coil, its 
inner, permanent magnet mov- 
ing through the coil induces a 
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Figure 7. Enlargement of dial side of 
movement shows electronic circuit at 
right, tuning fork at center of photo. 


current. This induced current is 
in the reverse direction from the 
original current coming from the 
battery, and it cancels out the 
energizing current, causing the 
field partially to collapse. As the 
magnetic tines move back to 
their (original) point of rest, 
their attached magnets induce a 
current going in the opposite 
direction. A current travels 
through the transistor, which 
acts as a switch and which re- 
leases a new surge of current to 
again attract the tines. In other 
words, the transistor acts as a 
switch, allowing current from 
the battery to flow only when the 
voltage applied to it is suffi- 
ciently high. Thus when the ini- 
tial surge is magnetically de- 
livered to the tines, the attached 
magnet induces a current (in the 
, phase sensing coil) which causes 
the transistor to turn off. As the 
tines swing back again, the di- 
rection of the induced current is 
reversed and this voltage, added 
to the original battery voltage 
permits the transistor-switch to 
allow current again to flow to 
the energizing coils and impel 
the tines synchronously once 
more. A capacitor with a re- 
sistor across it is the element 
which maintains the transistor 
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in a non-conducting condition 
through most of the cycle of op- 
eration of the tuning fork. 
Figure 7 shows “Accutron” 
with the dial removed. Notice 
the fixed coils within the iron 
cups on the tines. The transistor 
is the cylindrical object near the 
5 o’clock dial position. The 
striped cylindrical piece at the 
3 o’clock position is the resistor. 
The toothed wheel enmeshed 
with the minute wheel is the 


PILLAR PLATE 


FINGER 


Figure 9. Dia- 
gram shows 
how the tuning 
fork’s indexing 
finger whirls the 
index wheel at 
the rate of 360 
teeth per sec- 
ond. 


Figure 8. Train-side view shows tiny 
mercury battery as circie at right, the 
tuning fork cups and coils at top. 


hand setting wheel which is de- 
pressed into mesh with the min- 
ute wheel for the hand setting 
operation. This is done by a 
handle on the back of the watch 
case. 

Figure 8 shows the movement 
side of “Accutron.” Here the 
magnetic cups can be seen. The 
mercury battery is the circular 
shape at the 3 o’clock position. 
The driving mechanism, similar 
to the system shown in Figure 3, 


(please turn to page 158) 


REGULATOR 





a 


WORKSHOP 
QUESTIONS 
and ANSWERS 


BRAVE SOUL—I have been en- 
trusted with a Hamilton Marine 
Chronometer for overhauling. | 
must confess that I have never 
had one of them apart. Are 
there any special precautions or 
instructions to when 
working on them?—A. H. K.., 
New Bedford, Mass. 

Answer: The old adage 
where angels fear to tread .. .” 
holds especially true here. If 
you have never had a ship’s 
chronometer apart, it would be 
a good idea to do some reading 
about them first. They are 
highly accurate, and not all of 
the accuracy is built into them, 
although there are very few in- 
struments of any type as care- 
fully and_ beautifully made. 


observe 
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Much of the accuracy is put 
into them by the adjuster. Care- 
less handling will spoil it all, 
though. You may obtain some 
easy, simple reading by writing 
the U. S. Government Printing 
Office for Manual for Overhaul, 
Repair and Handling of Hamil- 
ton Ship Chronometer with 
Parts Catalogue — Nawvships 
250-624. I think this was $1.50 
when I bought mine. It tells 
you how to dismantle, clean, as- 
semble, time and adjust the 
chronometer. Actually, the 
cleaning process is not too dif- 
ferent from other timepieces; 
but above all, never take the 
balance out of the movement 
without first releasing all the 
power of the mainspring. Also, 
notice the position of the fusee 
chain and the amount of main- 
spring supply still unwound 
when the clock is fully in the 
“down” position as indicated on 
the reserve power indicator. 
Furthermore, handle the detent 
or escape wheel locking and un- 
locking device with extreme 
caution. Finally, in chronom- 
eter work and adjustment for 
isochronism, temperature ad- 
justment is a specialized work 
and skill. Position adjusting is 
not as important in this case 
because the “clock” is cradled in 
ringed gymbals and is always in 
the “dial up” position. 
* 

THINNER GASKET —I _ recently 
overhauled a waterproof watch 
containing a self-winding move- 
ment. I put in a new crown, 
crystal and gasket. However, 
when I close the case, the rotor 
audibly scrapes the inside back 
cover of the case. There’s no 
end shake or wear in the rotor, 
but when I secure the case the 
rotor does touch.—Dave Adel- 
man, Brooklyn, N. Y. 

Answer: Your best clue is in 
the fact that you replaced the 
gasket. Was the replacement 
thinner than the original one? 
[t probably was. If the replace- 
ment was thinner, it would per- 
mit the case back to be screwed 


in further, and the little space 
originally left between the 
movement and the case would be 
lost. Check the gasket and re- 
place it with a genuine one of 
the same thickness. Also check 
to see if the movement is prop- 
erly seated in the case and the 
dial is flat against the case re- 
flector. And sometimes this 
same fault occurs when the dial 
is improperly seated against 
the movement. 

ee ae 
BOOKS FOR BEGINNERS—I would 
like to obtain books through the 
local library on watchmaking. 
Would you suggest any which 
would help a beginner ?—Leon 
Eimont, Linden, N. J. 

Answer: Books on watch re- 
pairing are kept under the “681” 
file in local libraries. The fol- 
lowing standard books are espe- 
cially recommended for the stu- 
dent: The Watch Repairers Man- 
ual, by H. B. Fried; Practical 
Watch Repairing, by D. deCarle; 
Bench Practices for Watch Re- 
pairers, by H. B. Fried; Prac- 
tical Benchwork for Horologists, 
by L. and S. Levin; Watch and 
Clock Making and Repairing, by 
Gazeley; and The Swiss Watch 
Repairer’s Manual, by Jendritz- 
kie. While there are many other 
books on the subject, these are 
most likely to be found on the 
shelves of local libraries. How- 
ever, if you cannot locate them 
in your library, they may be 
found in the libraries of the local 
trade association, or from JC-K’s 
book department. 


HOW To TUMBLE—Where can I 
obtain a reference book on the 
use of tumbling equipment for 
polishing, and the abrasives and 
other materials used? — John 
Lloyd, La Junta, Colo. 

Answer: Jewelers Workshop 
Practices by Leslie L. Linick is 
crammed full of useful informa- 
tion for the jeweler. It contains 
formulas, tricks of the trade, 
plating formulas, and equipment 
listings. Despite poor indexing, 
it is still the best book of its 
kind. Get it from your local 
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Master gives you a choice 


THE TYPE FOR YOUR PARTICULAR NEED 














DRUM MODEL, WATCH-RATE RECORDER 


Preferred by those whose work requires the most saved for future reference or given customers as 
thorough analysis and exacting correction of prob- — evidence of the excellency of your work. Watch- 
lem watches. Note the sharp dots on calibrated Master accuracy guaranteed, 1 part in 100,000. 
paper for quick, accurate reading. Charts may be Odd-beat watches print straight, on-time records. 











TAPE MODEL, WATCH-RATE RECORDER 


Preferred where the instantly visible watch records ink or ribbon. Like the drum model, accuracy is 


permit fast work on commercial repairs and where — guaranteed to | part in 100,000. Odd-beat watches 


continuous charts are desired. Prints by helix. No print straight, on-time records. 


The 
VA 6 
Watch arch yt Master 


ee 


WATCH CLEANER 
lj Complete in one cabinet 
a << ~. Wa Safe, fastest, most thorough. 
MOST BENCH ADVANTAGES ig . Ao 2 : Several watches may be cleaned 
LOWEST MAINTENANCE ? . ae at once. heen timing of clean, 
. < ‘Inse, spin-dry operations, 
LONGEST LIFE ee. ee oneness tres 
GREATEST VALUE 


ELIMAG WATCH DEMAGNETIZER 


15 tumes stronger than ordinary 
devices. Operating time 149 sec. 


American Time Products, Ine. 61.20 woeedside Avins. 
W oodside 77 (Long Island ) 


|p New York 
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Kepair All Whtches 


WITH UNBREAKABLE 
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Finest quality genuine white alloy. 


SWISS MADE—N-DUR-ALL is made in the 
tradition of Swiss precision accuracy. Swiss 
craftsmanship you know and trust and so do 
your customers. 
UNBREAKABLE—N-DUR-ALL's unique white 
alloy is guaranteed unbreakable. superior 
mainspring at a competitive price. 
FATIGUE PROOF—Keeps watches running 
accurately year after year .. . N-DUR-ALL 
mainsprings absolutely wil! not set. 
ANTI-MAGNETIC—N-DUR-ALL is positively 
non-magnetic. 

RUST-PROOF, ACID RESISTANT 
N-DUR-ALL is the finest Swiss quality at 
no extra price. Tell your customers you 
use precision Swiss mainsprings and set a 
new standard of repair service and profit. 
There ore now 300 sizes of N-DUR-ALL 
mainsprings that fit over 2000 popular 
watch models. 


Ask Your Newall Jobber 
For Genuine White Alloy 


Swiss N-DUR-ALL 
| THE r2 EWALL merc CO. 
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ACON@ 


THE GUARANTEED WATCH CROWN 


ACON watcu crown co. 


50 Eldridge $?., New York 2, N 
* ~N.Y 
Manutecturers of Gold Fill d ; 
Complete fine including ae 
Seid throwgh Wholesolers & jobbers 





We repair all types of cases, chrono- 
graphs and stainless, and moke coil 
springs for cases. We also sell used 
replacement movements. 
Write for Information 
BECKER-HECKMAN COMPANY 
39 Kast Madison Street Chicage 2, Illinets 
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NEW! rea size 
HOROLUBE 9° <S 


CLOCK LUBRICANT 

NOW AVAILABLE 
Ya ox. Bottle75¢ © 

AT WHOLESALERS OR DIRECT 


+ 





SINCE 1877 
BOWMAN 
TECHNICAL 
7; SCHOOL 


' Courses in Watch- 

ld making and repair- 

= ing 

You can enter 
anytime 


INDIVIDUAL INSTRUCTION 


Cc. E. BOWMAN, Principal 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 


Your Future & Our School"’ Bewman Bidg., Lancaster, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterans & State Rehabilitation 





try to unscrew 
_serew, using well fitting screw- 








jobber or from H. Birnbaum, 
218 E. 59th St., New York, or 
Adams Brown Co., 66 Loring 
Rd., Auburndale, Mass. 


e: £2 


A WHAT-PROOF ?—I have received 
a “‘waterproof” watch in for re- 
pair, and it is in fair condition— 
considering its immersion in 
water. However, some screws 
cannot be extricated due to rust. 
Some of the screws are in the 
plates and others are in the bar- 
rel arbor and in the detent. How 
do you loosen them? —J. An- 
drews, Cranston, III. 


Answer: There are many ways 
in which screws may be ex- 
tracted from watch parts. When 
a steel screw is stuck in a brass 
or nickel part, it may be dis- 
solved chemically without affect- 
ing its host. For example, if a 
steel screw is broken off or stuck 
in a brass part, dissolve the 
screw by immersing the part 
(stripped of all other steel parts) 
in a warm solution of alum and 
water in a porcelain container. 
Or it can be boiled away faster 
by using jeweler’s “‘pickel” solu- 
tion, made up of 10 per cent sul- 
phuric acid added to 90 per cent 
water. If a steel screw is broken 
off in a steel barrel arbor, it may 
be extracted (if not rusted) by 
placing the barrel arbor in the 
lathe and placing a strong, sharp 
point such as a _ phonograph 
needle or graver point at some 
crag on the tip of the broken 
screw. Revolving the lathe with 
the point braced against the 
screw stump crag will cause the 
screw to unthread itself out- 
ward—providing, of course, that 
you turn the lathe in the correct 
direction. If the screw is rusted 
in a part, it may be loosened by 
taking a prick punch and placing 
this in the screw-slot, gently tap- 
ping the screw. This will loosen 
the rust enough for you to un- 
screw the rusted screw. If this 
does not do the job, soak the part 
in kerosene for a day or so. Then 
the stubborn 


drivers. 


JEWELERS 


BULOVA’S ‘ACCUTRON’ 
(continued from page 135) 


is shown in Figure 9, also great- 
ly simplified. 

In “Accutron,” the fork vi- 
brates 360 times a second. There 
is no tick, but if the watch is 
held closely to the ear, a musical 
hum is heard. The _ physical 
pitch of middle C is 256 vibra- 
tions a second. The nearest tone 
to the watch’s hum is F sharp 
(365.8 vibrations a_ second). 
Each of the vibrations is made 
to move a ratchet-toothed wheel 
by the width of one tooth. The 
wheel contains 300 teeth. Thus 
in one second, the tuning fork 
advances this gear one and a 
fifth turns. Geared to other 
train wheels, the speed is re- 
duced to drive a full set of 
hands. The sweep second hand 
moves in an apparent continuous 
motion similar to that of an AC 
synchronous electric clock. 

i me 


In next month’s article on 
“Accutron” the method by which 
the tines’ vibrations are kept to 
the correct amplitude, the elec- 
tronic circuit diagram, and its 
method of operation will be dis- 
cussed. 





MANUFACTURERS REP. 
WANTED 


advertised jewelry 
that has 


used full time selling representa- 


Nationally 
organization always 
tives now seeks aggressive ex- 
perienced manufacturers’ repre- 
sentatives in all parts of the 
country. This is one of the great 
names in the Jewelry Industry. 
Apply stating complete experi- 
ence, lines carried, and territory 
covered. Straight commissions. 


Box #G-6190, Care of J.C.K. 











UIRCULAR-KEYSTONE, NOVEMBER 1960 





CLASSIFIED ADS 


RATES AND REGULATIONS 


New rates start with March 1960 Issue 


Remittance in Advance 


“SITUATION WANTED" —Regular type $3.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $8.00; 
tional words 25 cents per word. 


addi- 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES"—Regular type $5.00 
first 25 words; additional words 15 cents per word. Heavy 
type $8.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $13.25 first 25 


words; additional words 30 cents per word. 


Name, Address, Initials and Abbrevia- 
tions count as words. 

If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


No Agency Commission. 


In answering Box Numbers address envelope 


® Advertising matter addressed to ciassi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


bb 


“Box —,” care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 


setter, thor- 
phases retail 
address. 


IEWELER and diamond 
oughly experienced all 
store sho p: desires to relocate 

“N, 6163,” care of JC-K. 


MIAN FRIDAY; 11 vears experience 
nationally advertised diamond watch 
iewelry firm: production, sales corres- 
pondent, bookkeeping : capable: N. Y. 
(“.; address, “B, 5712,"’ care of JC-K. 


BORN DIAMOND SALESMAN: window 
expert: seeks rewarding position Greater 
New York, New Jersey area: in his 
early fifties: e mploy: t : now; address, 
“S, 6129,” care of J¢ j 





MANAGER, top notch diamond and watch 
salesman : 13 years’ experience in all 
phases of retail credit chain operation 
now employed; will relocate; address, 
“R, 6169,” care of JC-K. 





—— 


AN: complete charge jewelry factory 
office work, weighing metals, distribut- 
ing work to departments, following up 
orders, jobs and outside work: New 
York area: address, ‘‘616,”’ care of JC-K 


YOUNG LADY, many vears’ experience 
in Wholesale and jobbing jewelry line 
desires position in order and repair de- 
partment: A-!l references ; address 
“615,” care of JC-K 





DECEMBER JOB WANTED: top 
retail diamond man: straight 10% 
mission basis; currently employed 
York Area: first class references: 
dress, ““‘M, 6187,” care of JC-K. 





MANUFACTURING JEWELEI 
vears thorough experience, seeks new 
position or business proposition, part- 
nership or contact basis, for present 
or future; address, “G., 6092,” care of 
JC-K 





VERY UNHAPPY WITH PRESENT 
POSITION ; stymied by ancient inflexi- 
ble management: outstanding retail 
credit sales executive in now availab!: 
to you; address, “S, 6186,” care of 
JIC-K 


IEWELERS’ CIRCULAR-KEYSTONE, NO} 


EMBER 1966 


PRECIOUS JEWFLRY SALESMAN 
available: high grade New joer store 
handling better class trade: admirably 
qualified finest unquestionahb!+  refer- 
ence, miadle age: address, “S, 6135,” 
care of JC-K. 


BOOKKEEPER, FEMALE, full charge 
thru general ledger; payroll, all phases 
of taxes: fine jewelry manufacturing 
experience: personable, reliable: excel- 
lent references: call evenings: TWIN- 
ING 6-4975, Rego Park, New York 

LOS ANGELES: prolific sales producer, 
outstanding, versatile retail background ; 
buying, selling, promotion, managerial ; 
diamonds, watches. jewelry; available 
top organization: start $25 a day: tele- 
phone DUnkirk 77-2865. 

KF At ‘TORY OR OFFICE MAN AGE R: 
heavy experience in diamond setting and 
diamond merchandise, with good knowl- 
edge of ring manufacturing: excellent 
references: address, “S, 6179,” care of 
JC-K. 

DISTINGUISHED SALESMAN seeks in- 
side position reputable retailers or 
wholesalers lower Manhattan or nearby 
Jersey : peerless manipulator loose 
goods, mountings, etc.: address, “S, 
6185," care of JC-K. 


EXTREMELY WELL au ALIFIED travel- 
salesman, experienced, educated and 
personable, desires connection with num- 
ber one firm: no. side lines please 
available January Ist; address, “S, 
6181,” care of JC-K 


JEV WE L, E R, stone ‘end ‘Gamené | setter ond 
Master Watchmaker, wants permanent 
position with finer grade firm; 40 years’ 
experience in the shop: sober, con- 
genial, trustworthy, conscientious; pre- 
fer as jeweler: available memedtntety 
address, “D, 6090,” care of JC-K. 





MIDWES ST. RE SIDE NT sockine top es- 
tabl lished manufacturers line for whole- 
salers or retailers: 14 years’ successful 
experience selling watches, men’s jewel- 
ry, costume and finer jewelry and silver; 
willing to travel extensively address, 

“TD. 6174,” care of JC-K. 


FIRST RATE, all around repair man, 
certified watchmaker, jewelry repair- 
man, setting, sales, take full charge, 
dependable, bondable; handle large 
volume repairs; desires permanent posi- 
tion with better class cash or credit 
store: age 39; Los Angeles or area: 
top salary; address, “I, 6156," care of 
JC-K. 


ENGRAVERS HELPER, graduate student 
Kansas City School of Hand Engrav- 
ing; mature: wishes to work with ex- 
perienced engraver for more experience : 
some jewelry store engraving experi- 
ence; block and all types lettering and 
monograms; samples; location, New 
York City: available at once; write to 
Mr. A. Miller, 109 SPRING VALLEY 
ST... BEACON, NEW YORK 


_Lines Wanted 


ANTIQUE SILVERWARE and jewelry 
lines: wanted for Michigan, Ohio, In- 
diana to dealers and better jewelry 
stores: no reproductions; address, ‘“H, 
6176," care of JC-K. 








SALESMAN ; highly experienced and well 
known throughout the industry; desires 
top flight line for West Coast: excelle nt 
personal following; address, “R, 6108,’ 
eare of JC-K. 





SALESMAN with strong personal follow- 
ing selling retail jewelers over 25 years, 
in states Michigan, N. Y., Ohio, desires 
top manufacturers or importers line: 
finest references: planning for 1961; 
address, “C, 6155,” care of JC-K. 





SEASONED SALESMAN with extensive 
following in Texas, Okla., La., & Ark., 
seeking a change: desires making con- 
nection with fine company and strong 
line: excellent references: address, ‘“S, 
6171," care of JC-K. 


SALESMAN with hollowware line, wants 
one good line for wholesalers, jobbers, 
department stores, or jewelers for Mis- 
souri, Kansas, Iowa, Nebraska, Minne- 
sota: 12 years’ experience; adrress, “R, 
6173." eare of JC-K. 


YOUNG SALESMAN, 30, married: com- 
plete background, fine reputation 5 
vears’ experience major watch house 
desires nationally advertised line, Los 
Angeles area; address, “R, 6107,” care 
of JC-K. 


HIGH CALIBRE salesman wants 2 
or 3 lines for South; have excel- 
lent contacts in fine stores; will con- 
sider solid gold, gold filled, plated 
or related lines; address, “T, 6157,” 


care of JC-K. 


SIDE LINE WANTED, January Ist; 
salesman representing quality stone 
ring line calling on better stores in 
New York State and New England, 
wants short, hard-hitting, top qual- 
ity side line; address, “H, 6154,” 
eare of JC-K. 


HIGHLY REGARDED diamond sales- 
man, covering South, selling under 
his own name, who can guarantee 
substantial amount of business, is 
interested in making a new con- 
nection; address, “W, 6166,” care 
of JC-K. 


EXPERIENCED, ENERGETIC SALES- 
MAN, excellent following better 
jewelers and department stores; 
met. New York, Mass., Conn., 
Phila., Balt., Wash.; top 14K manu- 
facturers, address, “K, 6131,” care 


of JC-K. 


DIAMOND RING SALESMAN; young 
aggressive: $35,000 yearly earnings 
consistently with nationally known ring 
firm for 10 years: traveling middle At- 
lantic States; best references; will en- 
tertain any reasonable proposition 
principals only; address, “W, 6093,” 
care of JC-K. 
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WEST COAST SALES REPRESENTA- 
TIVE covering the Coast and Rocky 
Mountain States seeks additional line: 
no watches please; I offer a good fol- 
lowing in both the wholesale and retail 
trade: I will accept only a reputable 
line with some established accounts: 
address, “S, 6121," care of JC-K. 


TOP NOTCH MAN, seeking to make 
change for Fall 1960: 15 vears selling 
to wholesale jewelers, premium cata- 
logue house; volume sales: firm with 
good sheet preferred : extensive and 
constant coverage in Phila., Balt., Wash., 

D. C., Penna. and New Jersey; address, 

“R, 5950,” care of JC-K. 


TEXAS, OKLAHOMA LOUISIANA, 
NEW MEXICO AND ARKANSAS 
REPRESENTATION available: write 
TOLA TUMBLEWEEDS, Southwestern 
Gift and Jewelry Traveling Men's As- 
sociation, c/o Ben Waldman, Executive 
Director, Suite 2004, THE DALLAS 
TRADE MART, 2100 Stemmons Free 


way, Dallas 7, Texas 


Side Lines 


SALESMAN WANTED to carry manu 
facturers well made line of Chanel 
Jewelry to jobbers: West coast terri- 
tory: high commission: give full de 
tails first letter: address, “C, 6179,” 
care of JC-K 


MANUFACTURER of medium priced ecos- 
tume jewelry and pearl line selling di- 
rect to jewels rs and specialty shops has 
several territories open ; high commis- 
sion: give full details first letter: ad- 


dress, 6180." care of JC-K 


SALESMEN;: South, West Coast: ecall- 
ing on better stores; nationally, 
known line of gold pins, earrings. 
charms, necklaces, bracelets; high 
commission; address, “T, 6175.°’ 


care of JC-K. 


HIGH QUALITY GENTLEMEN eall- 
ing on retail jewelry stores, to rep- 
resent noted designer and manu- 
facturer of exclusive store interiors: 
attractive commission; territories 
open; give full details; address, 


“R, 6162,” care of JC-K. 


CULTURED PEARL IMPORTER and 
manufacturer of better grade 14K 
pearl jewelry has East Coast and 
Southwest territories open; only 
aggressive salesmen with better re- 
tailers following need apply; de- 
tails, experience, other lines car- 
ried, age, must be specified in 
application; replies kept confiden- 
tial: address, “S, 6139,” eare of 


JC-K, 


SALESMIN WANTED (SIDELINE 
sell from catalog o1 
tailer, wholesaler, manufacturer and re 
pairer no weight to carry the most 
comprehensive tine of findings, castings 
semi-mounted and finished jewelry: we 
are able to meet the toughest competi- 
Tio? and fee] We are the lowest in 
price vou can earn a great deal if vou 
want to work hard: we are i nation- 
ally known firm and well rated all 
territories are availabl NATIONAT, 
FINDINGS CORP... 125 W ith St 
New York 36. N. Y 


samples { 


_ Help Wanted 


SALESMEN to sell Manufacturer's dia- 
mond set rings: also 14K charms 


and bracelets: address. ““R. 5945. 


‘are of JC-K. 
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JEWELER and _ “~<stone-setter combined; 
capable of operating a good shop of a 
few men: wonderful opportunity for the 
right man: write full particulars in de- 
tail: address, “S, 6161," care of JC-K. 








SALESMAN-MANAGER: experienced 
diamond selling for leased fine jewelry 
dept. in leading dept. store; salary plus 
share of profits: state age and experi- 
ence: address, “F, 6194," care of JC-K. 





ENGRAVER: experienced on silverware: 
excellent working conditions, permanent 
job, Phila.: write qualifications and 
salary expected to “B, 6183,” care of 
JC-K. 


WATCHMAKER: good workman, experi- 
enced, good disposition, sober, good 
character, dependable; state age: fine 
store and good working conditions, per- 
manent with good pay: GEORGE T. 
HITCH, Roanoke, Virginia. 





WATCHMAKER experienced: five day 
week : ideal working conditions in 
Northern Ohio City: permanent job: 
state age, experience, salary expected, 
in first letter: address, ““R, 2165,’ care 
of JC-K. 





WANTED: salesman for Midwest terri- 
tory: one anxious to earn good com- 
missions by hard work: must travel by 
car: line consists of mounted diamonds: 
may carry non-conflicting line; address, 
“Kk, 6191,” care of JC-K. 


RPELIGIOUS COSTUME JEWELRY: side 
line salesman for fast selling line of 
religious costume jewelry: calling on 
department, gift, jewelry stores and 
religious organizations: terrific re- 
orders: all territories open; address, 
J, 6159,” care of JC-K. 


SALESMAN, excellent opportunity for ag- 
gressive, promotionally minded experi- 
enced salesman; unusual diamond ring 
line from major Antwerp-New York 
Diamond House; write full resume; all 
correspondence strictest confidence: ad- 

‘ 


dress, “‘K, 6168,” care of JC- 


JEWELRY STORE, long established, 
prominent, in West Virginia, needs 
capable manager, familiar with railroad 
watch inspection to assume _ responsi- 
bility, share in ownership and profits: 
replies confidential; address, “P, 6151,” 
care of JC-K 


JEWELRY SALESMAN, for retail sale 
of fine 14K and diamond jewelry, also 
experienced in estimating watch and 
jewelry repairs for new Eastern Long 
Island store with very good potential: 
give full particulars in first letter; ad- 
dress, “W, 6192,"" care of JC-K. 


WANTED SALESMAN for” established 
east coast territory, Boston to Wash.., 
ID. «(., out to Pittsburgh: leading cul- 
tured pearl importer with following 
among better retail jewelers has open- 
ing for salesman established in this ter- 
ritory ; address, “L, 6172," care of JC-K 


‘ALESMAN;: mfr. of extensive dia- 
mond ring line has 2 territories 
open; Carolinas & Va.; also Texas 
and Southwest; established active 
accounts; side line agreeable; con- 
tact, S. REIMAN & SONS, 64 W. 
18th St., New York City. 


SPLENDID OPENING for combina- 
tion Watchmaker Estimator’. or 
Salesman Estimater for old estab- 
lished jewelers; phone or write MR. 
DUNNING, BUSCH & SONS, 419 
Springfield Ave., Summit, N. J. 
Telephone CRestview 7-2125. 


MANAGER OPENINGS; large grow- 
ing Eastern chain outside of New 
York City, has openings for ex- 
perienced jewelry men as managers 
or assistant manager; good salary, 
pension plan and other benefits; 
address, “R, 6149,” care of JC-K. 





SALESMAN FOR East Coast and Middle- 
west with following among finer jewelry 
and department stores, for nationally 
known cultured pearl house with line of 
unusual cultured pearl jewelry: income 
about $20,000 per year; replies with 
recent photo will be kept confidential : 
address, ““W, 6164.” care of JC-K. 


SALESMAN, New York City and State: 
calling on jewelers, department 
stores and resident buyers; well 
known advertised line scarab jew- 
elry, dise jewelry and indentification 
bracelets; must have following; 
ADMARK, 714 Sansom St., Phila. 


6, Penna. see our ad; pg. 79 





DIAMOND RING SALESMAN to 
represent one of the largest dia- 
mond ring houses: commissions 
with a very liberal drawing for 
experienced and established South- 
ern traveler; must be capable of 
earning $25,000 or more; address, 


“H. 6182.” care of JC-K. 


ANTED: completely accomplished dia- 
mond setter and mfg. jeweler for trade 
shop: working conditions and living 
conditions are the best in wonderful 
New Mexico: please, only experienced 
apply: RIO GRANDE WHSLE. JEW- 
ELERS, 115 S. Edith, Albuquerque, N 
Mex. 





SALESMAN ealling on retail jewelers; 
Ohio, Kentucky, Indiana, Michigan 
& Illinois; well known advertised 
line scarab jewelry, disc jewelry and 
identification bracelets: must have 
following; ADMARK, 714 Sansom 
St.. Phila., Penna. see our ad; pg. 


‘ 


SALESMEN WITH ESTABLISHED 
territory for the Midwest and the 
West Coast, to carry a popular 
priced gold ring line; side line ac- 
ceptable; commission and drawing; 
state experience, territory and ref- 
erences; SCHWARTZ JEWELRY 
co.. INC., 850 Elk St., Buffalo 
Oo, Me Be 


DIAMOND RING SALESMEN,; lead- 
ing promotional diamond ring firm 
needs salesmen in Southeast; also 
Ohio, Michigan, Indiana; estab- 
lished accounts, drawing against 
commission; every type of diamond 
ring; complete line; send full de- 
tails: address, “D, 6184.” care of 
JC-K. 


TATCHMAKERS and department man- 
agers: openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions: high pay: 
state age, experience. People’s Watch 
Repair Company, 245 23rd St., Toledo, 
Ohio. 





WATCHMAKER, EXCEPTIONAL OP- 
PORTUNITY for man who can take 
complete charge of watch service 
dept.; compensation for above 
average plus override of associate 
watchmakers; permanent; give full 
details first letter; replies strictly 
confidential; address, R. L. SCHIND- 
LER, SCHINDLER’S, 322 Fourth 


St., Sioux City 1, lowa. 


WATCH SALESMAN; young, aggres- 
sive, with good record selling fine 
jewelry stores; excellent opportu- 
nity with growing firm to make good 
money; censideration will be given 
to a side line; if you enjoy selling 
quality get in touch with ETERNA 
WATCH CO. OF AMERICA, 677 
‘ifth Ave., New York 22, N. Y.; 


all replies held in confidence. 


INSIDE SALESMEN with credit jewelry 
experience to train for responsible 
executive positions with large expand- 
ing chain; we have several good open- 
ings in the southern area; starting sal- 
ary commensurate with your ability to 
produce and potential shown: apply giv- 
ing full particulars and enclose recent 
photograph; all information will be 
held strictly confidential: address, “K, 
6152,” care of JC-K 

SALESMAN for New York State and 

New England; one of the leading 

lines of gold, gold filled and sterling 

jewelry for retail jewelers; we re- 
quire the best salesman with estab- 
lished following; we have an estab- 
lished following; pay high commis- 
sion and drawing; one other non- 
conflicting line of rings or charms 
necessary; address, “*A, 5971,”" care 


of JC-K. 


WATCH SALESMEN; we are looking 
for aggressive salesmen with good 
following among retail jewelers to 
earry CROTON-SUSSEX-ARPEGGIO 
and NIVADA GRENCHEN lines; 
opportunity to make good money: 
draw against commission; all re- 
plies will be held in strictest con- 
fidence; CROTON WATCH CO.., 
INC., 404 Park Ave. S., New York 
City 16, N. Y. 


MARRIED MAN, capable of managing 
and operating in entirety, our retail 
jewelry store in the world famous 
Greenbrier Hotel, at White Sulphur 
Springs, West Virginia: must have 
highest references, pleasing personality 
and appearance, proven sales ability and 
he able to meet and remember people: 
starting salary $500 per month, plus a 
percentage on any sales increase: apply 
to MILTON H. SCHLOSSER, 1505 K 
St.. N. W.. Washington 5, D. C. 

WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country: emplovee 
discount, group hospitalization plan: 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility: positions open in the 
Kast, South, Midwest and Southwest: 
address “Circular Sox 356.” 360 N. 
Michigan Ave., Chicago, Illinois. 


SALESMAN WANTED FOR CALI- 
FORNIA and vicinity by manufac- 
turer of quality promotional silver 
plated holloware; must be aggres- 
sive with established following 
among dept. stores, jewelers, gift 
shops, wholesalers; LIBERAL COM- 
MISSION; all particulars in first 
letter; replies confidential; related 
but non-conflicting line acceptable: 
write BIRMINGHAM SILVER, INC.., 
366 Fifth Ave., New York 1, N. Y. 


CIRCULAR-KEYSTONE, NOVEMBER 1960 


TWO SALESMEN, one for West Coast, 
one for Southwest to represent leading 
and still growing manuitacturer of fine 
diamond rings, necklaces, bracelets and 
attachments: excellent opportunity for 
above average men to make permanent 
and profitable connection; territories 
have established accounts which will be 
turned over 1000; liberal drawing ac- 
count against commissions and par- 
ticipation in company’s profit sharing 
fund; no side lines; address, A. JAFFE 
& SON INC., 64 W. 48th St., New York 
36, N. Y. PLaza 7-7317. 


JEWELRY SALESMAN; well known 
manufacturer requires salesman to 
take over established and lucrative 
Southwest territory; man must be 
known to trade and preferably resi- 
dent of territory; comprehensive 
line of platinum and gold diamond 
rings and ring sets, mounted and 
semi-mounted; many other items 
for added volume; drawing against 
commissions; state qualification 
and experience in first letter; re- 
plies confidential; address, “S, 
6178,” care of JC-K. 

SALESMEN; EXPERIENCED DIA- 
MOND AND WATCH SALESMEN 
WANTED by West’s largest credit 
jeweler; openings available in varied 
cities on the West Coast for ex- 
perienced diamend and watch sales- 
men; OUTSTANDING OPPOR- 
TUNITY FOR ADVANCEMENT, 
HIGH SALARY AND COMMIS.- 
SION: other essential benefits in- 
clude profit sharing and pension 
plan; please write to MR. IVER- 
SON Box +W, 6118, care of JC-K, 
giving full particulars; all replies 
strictly confidential. 

GORDON’S JEWELERS NEEDS STORE 
MANAGERS, MALE: Gordon's will 
open approximately 20 stores in Florida, 
Texas, Louisiana, Arkansas, Alabama, 
Arizona, Mississippi, Tennessee, New 
Mexico and Puerto Rico in 1960; 
next year we will have 108 stores; 
need good hard-working men with re- 
tail experience for future zone man- 
agers and supervisors: all company 
benefits, including Gordon’s famous 
profit-sharing plan; write or call for 
personal interview in strictest confid- 
ence MR. JAY COHEN, GORDON 
JEWELRY CORP., 600 Stewart Blidgz., 
Houston, Texas, Telephone CA 2-2345. 





WHOLESALE JEWELRY SALES- 
MEN, EXPERIENCED; our plans 
for 1961 call for the addition of 
several good salesmen to eall on re- 
tail jewelers; commission, drawing 
account: MANY ADVANTAGES; 
best sample lines, including dia- 
monds, watches, jewelry, clocks and 
silverware; big catalog; restricted 
territories; Blue Cross and Blue 
Shield available; retirement plan; 
IF YOU CAN SELL, write us about 
vourself, giving age, education and 
background and approximate vol- 
ume done in the territory in which 
you are interested; also send a late 
snapshot; all replies held strictly 
confidential; none of your refer- 
ences will be contacted without 
your permission: address, THE 
PRESIDENT, A. C. BECKEN CO., 
P. O. Box 1, Chicago 90, Illinois. 


For Sale 


Steres, Stecks and Businesses 


JEWELRY STORE; Miami, Fla.: 100% 
iocation; 5 years: address, P, 5064,” 
care of JC-K. 


TWO MODERATE volume installment 
jewelry stores, to settle estate; con- 
tact S. A. MEYER, Box 485, Washing- 
ton, Pa. 





FLORIDA jewelry watch repair store, 
East coast, near missile base; A-1 loca- 
tion, low rent: owner has other inter- 
ests: address, “W, 6188,” care of JC-K. 


FINKE SMALL STORE, established 35 
years; RETIRING: 5 days a week, 9 
to 5, Midtown New York City: no bar- 
gain hunters; address, “B, 6167,” care 
of IC-K. 


WATCH REPAIR SHOP, established 15 
years in Kast Central Penna., fully 
equipped, excellent opportunity for 
watchmaker: address, “L, 6153,” care 
of JC-k 


JEWELRY STORE, LONG ESTAB- 
LISHIcCD choice location adjoining 3 
living or work lab rooms: stock-fixtures 
$11,000 or half down: retiring: Pasa- 
dena, California; address, “‘A, 6054,” 
care of JC-K. 


—- —---——--—- — —_—_— — 


MANUFACTURING JEWELRY FAC- 
TORY for sale: wonderful opportunity 
for a jeweler wanting to go into the 
manufacturing: wonderful opportunity 
for a future; write in detail; address, 
“S, 6160," care of JC-K. 


’ 


JEWELRY STUDIO, Scottsdale, Arizona ; 
located in Craftcenter; 16 years finest 
tourist and local trade; low rent: $5,000 
will handle: must be fair jeweler at 
the bench: address, M. H. PELTZ, 75 
W. 5th Ave., Scottsdale, Arizona. 


JEWELRY STORE; ideal opportunity 
for two people, one a watchmaker; all 
the repair work one mechanic can han- 
dle; grossing $35,000; $15,000 to 
000 inventory, fixtures, materials: 

New Hermes Engraving Machine ; 
trophy business; cash takes all 
price; December business will 
more than half of cash price 
interests: address, “C, 6165,” care 
JC-K., 


PRESTIGE JEWELRY STORE, 20 years 
established: sale by founder; store i 
strong part of community: one of 
days most modern stores; designed by 
Raymond Lowey; featuring top lines 
in sterling, crystal, china ( Lenox, 
Franciscan, Gorham, Reed Barton, Fos- 
toria, many others), importing own dia- 
monds and gold jewelry: watches, re- 
pair department: elaborate array fash- 
ion jewels: realistically priced, due to 
health in family: if you want pride of 
ownership, profits and future, write 
now ; located Northern Indiana; trading 
area 500.000: finest residential, schools, 
colleges: address, “R, 6177." care of 
JC-K. 


For Sale 


Teols, Equipment 








JEWELER’S WORKBENCH and 
tools: BERNAL, 185 E. 79th St., 
York 21, N. Y.. TRafalgar 99-3542. 


ODDS AND ENDS in sterling patterns 
WANTED: 8 Lady Mary Ice Teas, 
new or used: we also buy; BUSCHE- 

» 


MEYERS: 667 S. 4th St., Louisville 2, 
Kentucky 





Business Opportunities 





CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago: since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407: reference, your bank 
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AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 


WILSON SALES SYSTEM: 106 Thornton 
St., Albany, N. Y promotional liquida- 
tion estate sale; specialists since 191%; 
over 2000 jewelers have used our ser- 
vices; buy stores for cash; write, Wire 
or telephone, Albany, HObart 5-1103 





BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 123. 

DO YOU NEED CASH? Do you want 
to sell your stock & fixtures for cash’ 
Do you want a dignified auction sale, 
or flat sale? 30 years’ experience; wire, 
write or telephone, HERMAN BOR- 
RESS, 1500 Popham Ave., Bronx, N. Y 
TELEPHONE, TRemont 8-9546 


DEALERS LIQUIDATION SERVICE: 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO.- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N, Highland, Los Angeles 
38, Calif.: OLeander 5-6496. 


JEWELERS SALES SERVICE, BUSI- 
NESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years sale 
experience; your reputation pro- 
tected; large results—small fee: 
we pay cash for stores; PHONE, 
WIRE, WRITE; JEWELERS SALES 
SERVICE, 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 6- 
0828. 





DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOoOl NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten vears alone; do 
not accept less than 100c¢ on the 
dollar for your inventory, accounts. 
or fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., New York. 
N. Y. Tel. PLaza 7-4693. 


MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits: 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff: 
vou can afford the best: write. wire. 
phone, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive. 
Suite 104, Dallas, Texas. 
WH 1-5737. 
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ARE YOI 


Phone 


Wanted to Purchase 


LARGE CREDIT jewelry chain is inter- 
ested in purchasing jewelry stores in 
Florida: please send details to “R, 
6158," care of JC-K. 


LONG ISLAND STORE will pay cash 
for modern jewelry floor cases, large 
safe and other equipment needed 
new jewelry store; give prices in } 
reply ; address, “W, 6193,” care of JC-K. 


WANTED: a complete set of watchmakers 
tools and supplies; seg complete list, 
how long used and the cash price; ad- 
dress, W. C. PEDEN JEW ELER, Box 
1143, Ardmore, Oklahoma. 


——_—__—_—— — | 


OLD GOLD AND JEWELRY WANTED; 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum =§ scrap, 
gold coins, diamonds, gold filled, ete.: 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 








PLATINUM SCRAP WANTED: $3.00 
per dwt.; 18K gold, $1.22 per dwt.; 
14K, 95¢; 10K, 68¢:; silver 65¢ per oz. ; 
bonus prices for gold filled: ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Ill 


WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
24, Florida. 


1, L °’EM TO CEL-MAX FOR QUICK 
‘ASH! Top os ices for trade-in watches, 
commana. old gold; money by _ return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval: ref. Dun & Bradstreet and Na- 
tional tank of Commerce: Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 


nesSe6&e 


PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks; 
write for our free booklet, ““Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our advertise- 
ment on page 7) GORDON 
BROTHERS, 38 Bromfield  St., 
Boston, Mass., HAncock 6-3255. 


WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval: REFERENCES; Fla. Naw! 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS INC., 462 First Ave. N., St. 


Petersburg, Florida. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K.. 
108 Beale Ave., Memphis. Tenn. 


NEED CASH? READ THIS: reason 
why I pay up to 25% more than 
others for diamonds, watches, or 
anything around store—I have a 
retail store and manufacturing 
shop; will give much more than 
scrap gold price for old mountings. 
ete.: check air mail, same day; if 
not satisfactory, will return § in- 
sured, prepaid; get my offer first; 
one of the oldest established stores 
of its kind; references; Jewelers 
Board of Trade or your bank; con- 
tact BROMLEY, 35 Fifth St., North, 
(Bromley Bldg.), St. Petersburg, 
Florida. 


Watch Work, etc., for 
the Trade 


THE LOUPE WATCH REPAIR SER- 
VICE. P. O. Box 703, Miami 1, Florida 
better quality repairing; price list upon 
shad atstashen 


BOSTON, MASS ‘ expert and guaranteed 
watch repairing Watchmaster tested 
prompt service; prices on request; mail 
orders invited: DAVID MIGDAL & CO, 
109-B Summer St., Tel. HU 2-9547 





FINE Watch repairing for the tr: rade : > all 
work guaranteed for one year; 5 tO » 
days’ service: Watchmaster te sted: rea- 
sonable prices. A. H. Shierer. Watch- 


maker, 101 S Marion St., Oak Park, Ill 


35 YEARS OF ‘DEPENDABL E ecatel 
repair; fastest coast-to-coast service ; 
reasonable prices; send trial order: 
COOPER’S WATCH REPAIR CO., 
18 W. 48th St.. New York 36, N. Y. 


MID-WEST’S F INE ST TRADE SHOP 
watch repairs to the trade; 5 days ser- 
vice: low prices: one full year guaran- 
tee: STUDIO WATCH REPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
11, Iil. 








RELIABLE TRADE watch repairing: ex- 
cellent service electronically timed: 
eases polished: work guaranteed; rea- 
sonable prices: all watches insured 
CAPARO, 1018 Belvoir Road, Norris- 
town, Pa. 


Special Order Work and 
Repairs" for the ‘Trade 


repairing; new mountings 
diamond setting: HAROLD 
Madison St., Chi- 


JEWELRY 
Spd ogennk 
TACOBSON, 29 E. 


CARO 2, Til. 











ENCRUSTERS: stone and gold seal en- 
eravers: drilling: precious, semi-pre- 
cious stones: HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St.. New York 38, N. Y. 


To Let 


IN SALEM, N. J. complete jewelry 
store, without inventory; new, 
modern fixtures, safe; air con- 
ditioned; fine location; long lease, 
reasonable rent; contact. REID'S. 
25 E. State St., Trenton, N. J. 


Miscellaneous — 








SPECIAL OFFER, NOVEMBER 
DECEMBER: the Gem Color Chart, 
our brochure on conversion tables 
weights and measures, both , 
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THE “GOLD BUBBLE”’ 


Currency is something that is durable, that can 
be easily carried, and that is so universally de- 
sired that everyone will accept it as worth a cer- 
tain quantity of goods or services. 

Iron tripods were once the common currency 
of Southern Europe. This early form of money 
worked satisfactorily because every family needed 
one or more tripods from which to hang cauldrons 
and kettles at the hearth; tripods were scarce and 
in demand because few artisans knew how to work 
with iron; and tripods could be carried fairly 
easily from place to place. 

Finally, about 700 B.C., the same people who 
invented dice invented money as we know it. The 
Lydians in Asia Minor began making coins from 
gold, from silver and from electrum, a blend of 
the two metals. Lighter, lovelier and longer last- 
ing than iron tripods, gold coins were minted in 
Greece by 670 B.C., and soon gold became the ac- 
cepted medium of international exchange. 

From that day to this, jewelers and goldsmiths 
have had no monopoly on the use of gold. Today, 
about 5 or 10 per cent of the world’s gold produc- 
tion goes into manufactured articles and all the 
rest goes into the nations’ mints and treasuries, 
with its price set not by demand from the arts 
and industries but by the international money 
markets. 

Small wonder, then, that jewelers watched last 
month’s gyrations in the price of gold with the 
keenest of interest. At home, of course, there 
was no fluctuation from $35 an ounce because 
trading in gold has been forbidden by law since 
1934. But bullion prices spiraled in London from 
$35.255 an ounce on Monday, Oct. 17, to a high 
of $41 on Thursday, Oct. 20. The price of gold 
bars rose also in Switzerland, France, Germany, 
Canada and other countries. 

What caused this sudden gold rush? News re- 
ports from around the world propounded half a 
dozen reasons, including these: (1) Hoarding of 
gold coins in France, as a hedge against weaken- 
ing of the franc. De Gaulle is spending large 


sums for atomic weapons. (2) “Buy gold,” advice 
by Swiss bankers to their foreign clients. The 
Swiss have been trying to reduce the flow of for- 
eign capital to Swiss banks. (3) Reduction in the 
flow of gold from the Soviet Union, which is the 
world’s second largest producer of the yellow 
metal. (4) Rumors that the United States Gov- 
ernment was about to improve its gold position 
by raising the price at which it would buy and sell 
gold, thus devaluing the dollar. 

The Treasury did all it could to spike this 
rumor. “‘The United States will continue its policy 
of buying gold from and selling gold to foreign 
governments, central banks and, under certain 
conditions, international institutions, for the set- 
tlement of international balances or for other 
legitimate monetary purposes at the established 
rate of $35 per fine Troy ounce exclusive of han- 
dling charges.” the Treasury said. “Treasury 


Secretary Anderson has stated many times in the 
past it is our firm position to maintain the dollar 
at its existing gold parity.” 


Leading bullion dealers agreed that, foreign 
speculation to the contrary, there will be no 
change in the price of gold in the United States. 
While news of the “Gold Bubble’”’ filled the finan- 
cial pages, manufacturers of jewelry who are li- 
censed to buy gold bars ordered only normal quan- 
tities from their suppliers. 

Certainly, a hike in the gold price would harm 
our industry. Licensed manufacturers who own 
gold bars and manufacturers, wholesalers and re- 
tailers with stocks of gold merchandise would find 
their possessions worth more. But gold merchan- 
dise might well, for a time at least, be considered 
as over-priced, especially in comparison with other 
gift items. Thus the jewelry trade’s loss of busi- 
ness might well exceed any short-term windfall. 

Only Congress can change the Act of 1934 un- 
der which was established the $35 price at which 
the Treasury buys and sells gold. Fortunately, 
Congress may be expected to protect the dollar 
from legislative devaluation. In safeguarding the 
dollar, Congress will safeguard the jewelry in- 
dustry against having to charge its customers a 
volume-diminishing, extremely high price for 
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fast! 


Up in popularity...up in profits 
... that's what everyone's say- 
ing about the bigger, more ex- 
citing Community family. Look 
at the record. Silver Flower 
pattern in Community Silver- 
plate—a proven success. Song 
of Autumn pattern introduced 
last spring—a top seller 6 
months later. New Community 
Stainless...a success right from 
the start. Reasoning is simple. 
Customers associate quality 
and craftsmanship with the 
Community name. No need to 
pre-sell. Cater to every cus- 
tomers taste with Community. 
Watch sales go up...up. Call your 


Community representative today. 


Oneida @ Silversmiths 


HEIRLOOM* STERLING 
1881 @ROGERSW * SILVERPLATE 
TUDOR*® PLATE ONEIDA COMMUNITY 
ONEIDACRAFT® STAINLESS 
ONEIDA* DINNERWARE 


*Trademarks of Oneida Ltd., Oneida, N. Y. 


OMMUNITY 
ILVERPLATE 


FEATURED: SILVER FLOWER* AND SONG OF AUTUMN* IN COMMUNITY* SILVERPLATE; 40-PC. SERVICE FOR 8, ONLY $49.95. 
NEW COMMUNITY* STAINLESS IN CELEBRITY* AND DRIFTWOOD?*; 16-PC. SERVICE FOR 4, $24.95... 50-PC. SERVICE FOR 8, $59.95. 








Moving up... 
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